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$36,000 radio budget 
boosts sales 400 
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COLONIAL STORES does a complete job . . . 



DO HAVENS AND MARTIN, Inc. STATION^ 



WMBG 
WCOD 
WTVR 



liTSUSS^fim tdevisibn^atior 



FIRST STATIONS OF VIRGINIA 



Colonial Stores is among the top ten food chains 
in the United States, although its 
347 modern supermarkets and food stores 
are concentrated in eight Southeastern states. 
Colonial has its own bakeries, warehouses, and 
distribution system — a complete 
food-shopping service warmly appreciated 
by its thousands of loyal customers. 

Havens & Martin, Inc., Stations, 
WTVR, WMBG and WCOD, likewise, 
serve the rich Virginia markets 
centering around Richmond. 

They have built a faithful audience 
that Can come only from long years of service. 
Advertisers know the value of this loyalty, 
and they know the power of Richmond's 
only complete broadcast institution. 



WMBG AM WCOD WTVR TV 



Havens & Martin Inc. Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV, Inc. 
WMBG represented nationally by The Boiling Co. 




CBS TV 
expects 90% 
Increase 
in '52 sales 



CM sparks 
NCAA games 
telecasts via 
merchandising 

J & J buys 
35 markets 
for Band-Aids 



NBC, CBS flag- 
ships feuding 
over alleged 
sales practices 



CBS takes over 
Godfrey com- 
panies in tax-cued 
transaction 



Necchi 
to spend 
$1,000,000 
for co-op 



NBC reports 
nerchandising 
setup now 
in high gear 



CBS estimates that its net sales (with agency commissions and discounts 
deducted) on network TV time this year will be 90% over 1951. That 
would put the 1952 net at around $53,000,000. CBS' net proceeds from 
TV hookups in '51 were about $28,000,000: 220% above 1950 net. 

-SR- 

General Motors plans to spend an additional $100, OOP to merchandise 
its sponsorship of NCAA-approved college football series. Package of 
11 games will cost GM over $2,000,000 for time (NBC) and rights. 
Kudner is the agency. 

-SR- 

Johnson & Johnson (John T, McLaughlin brand ad mgr.) is supplementing 
participation in Kate Smith show (NBC) with radio spot announcements. 
Campaign on plastic Band-Aids takes in 55 mark ets and 15 to 30 an- 
nouncements a week. Young & Rubicam is the agency; Louis Weil, the 
accoiint man. 

-SR- 

Feud is looming between sales departments of WCBS, N. Y. , and WN BC, 
N. Y. , over reputed practices in spot announcement sales. WCBS is 
autonomous operation while WNBC and WNBT come under same management. 
WCBS charges deal s being made by competitor, where they involve radio 
and TV in package, are less on a combination rate basis than a tie-in 
for gratis basis as far as radio is concerned. WNBT-WNBC firmly 
denies this and says it is getting full radio card rate ; even applies 
to latest Bulova renewal. 

-SR- 

Arthur Godfrey's name is added to the select coterie of millionaires 
among radio and TV performers as the result of the buy -out b y CBS of 
his production companies. Corporations are Arth ur Godfrey Pro du ctions 
and Unicorn Production and the reputed price paid was $4,500,000. As 
in most of his business affairs, Godfrey was principally motivated by 
the tax values accruing from such a deal. 

-SR- 

Necchi Sewing Machine, which sponsored The Goldbergs (NBC) on alter- 
nating basis earlier in year, will appropriate $1, OOP, 000 for radio 
and TV for c o-op use locally during 1953. This is half of entire 
budget for coming year. Necchi 's ad manager is Robert M. Phillips; 
agency, Dane Doyle Bernbach, with Louis M. Cottin, account executive. 
Singer has Four Star Playhouse (half-hour film) set on CBS this fall. 

-SR- 

NBC merchandisi ng department, in operation about 6 months, has al- 
ready carried through extensive campaigns in cooperation wi th affil- 
iated station with these accounts: Miles Laboratories, American Bak- 
ing Association, Ex-Lax, Pabst Beer, Turns, and Campbell Soup. Fred 
N. Dodge, department director, told press week before last: (1) NBC 
has 12 men spread around country serving as merchandising link between 
advertiser and stations, (2) same plan will also be available to TV 
advertisers this month, and (3) out of 19P stations on network 15P are 
participating in NBC merchandising operations. 
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75% of shopping 
carried on 
in supermarkets 



TV net show 
costs estimated 
at $98,000,000 



Democ rats' 
radio-TV budget 
may exceed 
Republicans' 



Consolidated 
gets one 
from Chertock 



CE announces 
own TV color 
system 

McCann-Erickson 
to produce 
Pepsodent show 

Spot business 
may reach 
$65,000,000 
for fall 1952 



Labor complexities 
spawn new 
ABC post 



Pittsburgh 
vs. N. Y. 
on car radio 
ownership 



Supermarkets account for 75% of the country's b asic consumer market- 
ing. Estimate emerged from American Home Magazine's consumer-reader 
panel study. Broken down, study showed 93.1% of all housewives shop 
in supermarkets occasionally, 44.7% patronize them weekly, 23.7% semi- 
weekly, 7% daily, and 4.7% not at all. 

-SR- 

Talent and production bill for sponsored programs ^ on all 4-TV networks 
during 1952-53 season will run around S98,000,000, according to SPON- 
SOR estimate. Figure based on estimated cost of commercial shows 
lined up for the fall. (See pages 28-31 for network TV program round- 
up and program costs.) 

-SR- 

Reports from National D em ocrat ic C ommit tee indicate it will top radio- 
TV appropriat i on made for Presidential campaign by Republican Commit- 
tee. Latter's air budget set at $1,800,000. Democrats will have 2 
big guns on the road — President Truman and Adlai Stevenson — which will 
increase the pickups. Major problem faced by Democratic Committee 
here is limitation ($3,000,000) which Hatch Act sets up for expendi- 
ture on such campaign. 

-SR- 

Consolidated TV Sales had added Jack Chertock' s production, Steve Don- 
ovan, Texas Ra nger, to its sy ndication list. Other Chertock films 
are expected to -follow. Consolidated recently absorbed the selling 
operations of the Jerry Fairbanks organization. 

-SR- 

General Electric disclosed it has new col o r TV system which will be 
available by middle of 1 953 for fi eld tests. System, according to GE, 
can be adapted to present home sets. 

-SR- 

Pepsodent is replacing the Patti Page show on NBC TV with a sketch 
idea, featuring Cynthia Stone and Jack Lemon. Spot is 7:45-8:00 p.m. 
Tuesday and Thursday. McCann-Erickson agency will product the show. 

-SR- 

Spot radio and TV are enjoying major boom this fall, with dollar vol- 
ume of national advertising in both expected to reach $ 65 , 000 , 000 for 
fina l quarter o f 1 952. Much new spot money is being pulled out of 
other national media. Special report on new spot trends, plus new 
spot thinking, appears on page 32. 

-SR- 

ABC has brought in Dr. Benjamin Werne, educator and lawyer, to be 
national director of labor relations for radio and TV networks. Post 
was created for him. Move is reflection of growing complexity of 
union relations growing mainly out of TV. Networks now have 74 dif- 
ferent contracts with labor organizations. Part of Dr. Werne' s func- 
tion will be to act as liaison officer between ad agencies and unions 
in special cases. This is first time a network has full-time execu- 
tive for labor matters. 

-SR- 

Guide-Post Research checked bottle-necked traffic points around Pitts- 
burgh and found 70% of cars had radios, of which but 3% were broken. 
Special study on same subject made by Adv ertes t for SPONSOR in N . Y. 
Metropolitan areas showed number of workin g ra dios in cars came to 
82. 4f. Details of this study on page 58. 



(Please turn to page 54) 
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WREC engineering perfection and high 
quahty, diversified programming continue 
to draw the largest audience of any 
Memphis radio station. Adequate power 
for complete coverage of this $2,000,000,- 
000 market offers a powerful pull for ad- 
vertisers, too. And, the cost is actually 
10.1% LESS per thousand listeners than 
in 1946! WREC prestige is another mag- 
netic factor in bringing in greater sales 
returns for every dollar invested. 



MEMPHIS NO. 1 STATION 



REPRESENTED BY THE KATZ AGENCY • AFFILIATED WITH CBS, 600 KG, 5000 WATTS 
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floie f*c'|>.vi hoHHved bftek 

Firm has successfully recovered from "fwice as much for a nickel" jingle that 
worked too well. Today Pepsi works as a team with Its bottlers In promoting the 
drink as a prestige product via Its vigorous new television policy 

f.v the proffvttmltty .vifbsidi/ era ot'er in net TV? 

Networks — particularly CBS and NBC — are asking advertisers to pay full freight 
on net packages, citing increased production costs, SPONSOR has compiled a 
complete list of sponsored TV network shows and program costs for fall 1952 

Full trends in spot buyinfi 

Spot radio and TV are expected to hit total dollar volume of $65,000,000 this fall 
as spot buying by national advertisers climbs to new heights. SPONSOR study 
reveals reasons behind spot boom, analyzes new client and agency thinking 

JO ways to poisou your salesmen's attitude 
towarfl air udvertisiny 

The "how not to do It" story of integrating an advertiser's broadcast policy with 
the efforts of his salesmen and retailers 

What i/Oii should Nnow about alternate week 
proyrantiny 

TV sponsors are following In the steps of P&G, as alternate week sponsorship 
achieves wide acceptance in agency circles; admen feel that alternate week pro- 
graming carries commercials to the most homes per ad dollar spent on television 

jWoi^k'.v Oil the air 

RKO's "King Kong" promotion — heaviest TV campaign in Hollywood history — Is 
sterling example of successful use of air media by the movie Industry. Other 
companies are following the precedent set in this saturation campaign 

Sales up 400% on fjiSCOOO radio bmlyet 

Since Citizens' Mutual, a Michigan auto Insurance company, introduced its co-op 
spot radio program In 1948, sales have quadrupled on a minimum ad budget 



COMING 



ffftie Fab. Colynte's wonder bolty, yrt'w 

A comparative newcomer among detergents, Fab jumped from 12th place 18 
months ago, to second place today by its judicious use of radio and television 

Inyenuity and yadyets are euttiny T\ co.s'l.v 

Networks and private firms are coming up with mechanical and electronic solu- 
tions to the TV cost problem. More efficient use of the sponsors' advertising 
dollars is the result of the video engineers' ingenuity 
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I All It Took yew... 




. . . Yew-wood longbows, lofHng o borroge of orrows o\ Aglncourt, to bring the 
ormored horsemon down off his "high horse" end revolutionize the science of war- 
fore. The French, despite o five-to-one superiority in numbers, were forced to leove 
the English in full command of the bottlefield! 

•Rodio KOWH, foced with the same odds in o six-stotion morket, dominates the 
Omoho, Council Bluffs field, too — os proven by the Hooper overoged below for 
the ten^month period from October, 1951, to July, 1952. It takes o steody barrage 
of tolent to capture that big an oudience! 

36.3% 



25- 
,0. 

I 10. 




Largeil total uuclieiice of any 
Omaha station, 8 A.M. to 6 
P.M., Monday through Sat- 
urday! (Hooper, Oct., 1951, 
thru July, 1952.) 



Largest shore of uuciience, in 
any individual time period, 
of any independent station 
in all America! (July, 1952.) 
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TWO GREAT RADIO STATIONS 




AMERICAN BROADCASTING COMPANY is pleased to announce the 

appointment of JOHN BLAIR & COMPANY, INC. 
as exclusive national representatives for its 
owned radio stations, WENR, Chicago, and WXYZ, 
Detroit, effective immediately. 




WXYZ 




DETROIT 




i ■ 



WENR 



ABC 



CHICAGO 



The personalily station of Detroit, WXYZ 
features top-grade local prograinining with 
established stars, well-known to the local 
audience, and the best in ninsical entertain- 
ment and service. To the audience, this 
formula means smooth and pleasant listen- 
ing, reflected in WXYZ's outstanding audi- 
ence position. To the advertiser, it means 
sales, with a responsive au<lience and the 
implied {)ersonal endorseuK'nt of well-known 
local talent. 

ABC's Chicago Flagship, WKNR's .50,000 
watts on clear-chaimel 890 kc. spreads its 
j)owerful voice over a fonr-slate area with 
a potential audience of nearly 5.000,000 
radio families. W ENR, along with W LS 
which shares this same fre({uency, laps this 
vast sales })Otential with established local 
programming geared for a mass audience. 



offices of JOHN BLAIK cK. CO., Inc. 



NEW YORK . DETROIT . ST. LOUIS . DALLAS 
CHICAGO . LOS ANGELES . SAN FRANCISCO 



TWO GREAT TV STITIONS 



[wo Greatest Markets 

1 , 



MERICAN 



BROADCASTING COMPANY is pleased to announce the 

appointment of Blair- TV, Inc., 
as exclusive national representatives, for its 
owned television stations, WENR-TV,Chicago,and 
WXYZ-TV, Detroit, effective immediately. 



One of America's pioneer television stations, 
an originator of the "Cliioago School" of 
television programming, W'ENR-TV pro- 
vides a fund of programming know-how 
and experience almost immalched by an\ 
other television station. The residt for 
advertisers — audience attraction and sales 
power which means that merchandise moves 
— and fast. 



CHICA 




Detroit's "prestige" station, WXYZ-TV 
has, through top management and the best 
in technical facilities, provided Detroit with 
one of the country's outstanding television 
operations. And advertisers find that "pres- 
tige" pays off in an outstanding sales record. 



DETROIT 




Has vi?*: 



BLAIR-TV, Inc . . . with offices in . . . 

NEW YORK . DETROIT . DALLAS . LOS ANGELES 
CHICAGO . ST. LOUIS . JACKSONVILLE . SAN FRANCISCO 



BLAI R 



TELEVISION'S FIRST EXCLUSIVE NATIONAL REPRESENTATIVE 
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DON'T BUY 
JUST HALF- 
A-MARKET! 




Consider These Facts — 
Re the Oakland-East Bay 
Half of a Big $3 Billion 
San Francisco Area Market 



AMERICA'S SEVENTH MARKET 


OAKLAND- 
EAST BAY AREA 


SAN FRANCISCO- 
WEST BAY AREA 


Population 1950 Census 


1,144,132 


1,096,635 


Increase Since 1940 


72.7% 


37.2% 


New Dwelling Units 1950 


$115,657,692 


$109,057,935 


Industrial Expansion 1948/49/50 


$162,191,370 


$54,636,800 


School Enrollment 1951 


194,797 


137,048 


Retail Outlets 1951 


13,174 


14,964 


Retail Sales 1951 (Est.) 


$1,600,000,000 


$1,600,000,000 



REMEMBER, KROW Covers 
the Oakland -East -Bay Market 
Plus the San Francisco Market 
at *L0WEST COST-PER-1000! 

(PULSE: Sept.-Oct., 1951) 

For details, see 
PAUL H. RAYMER COMPANY, INC. 




by 

Robert J. Landry 



Fire, alcohol, «iuf etttertaitttuettt 

Howard Culliiiaii, one of \ew York City's most famous iiivestinji 
"angels," has been complaining recently that the legitimate theatre of 
Broadway languishes in part hecauso patrons may not smoke, nor 
drink, nor take their leisure. These things they may do in night 
clubs, or in their homes drawn up before a television st'reen. 



Cullman's point provokes comment. F'irst, as to smoking. That will 
instantly touch a problem connnon to sponsors and broadcasters who 
use theatres, halls, and studios for the origination of broadcast enter- 
tainment. Such places are under the identical fire prevention rules 
which apply to the dramatic and nmsical stage. It is precisely be- 
cause this is a nervous and tense generation of chain smokers that 
nmnicipal fire authorities are scared silly all the time. Who has not 
seen reckless smokers brandish live cigarettes and lighted matches 
(even to read their programs in the dark) to the imminent hazard of 
their close neighbors? There is a thriving craft of French weavers 
in Manhattan who get much of their business in the form of suits and 
gowns with cigarette holes ac(]uired in crowded theatre lobbies. 

« «■ * 

Actually, cigarettes may be smoked in theatres providing safe- 
guards are taken. In New York this means fireproofing of carpets 
and installation of ashtrays on the ba<^k of the seat in front of the 
smoker. Most theatres are unwilling to meet this added expense, 
although the higher-scaled mezzanine movie loges are so equipped. 



Fire marshals have learned their strictness in the horror of ghastly 
events. Back at the turn of the century the Iroquois Theatre in 
Chicago was a screaming inferno of fire, mob hysteria, and trampled 
bodies. Over 500 were killed. So there isn't mucdi anybody would 
be willing to do. within the minimum rules of fire safety, to make 
smoking in theatres easier. 



Drinking is another problem. The Metroj)olitan Opera House in 
re<'ent years has been served by a bar. under Sherry's franchise. 
Carnegie Hall has followed suit. But Bioadwa) legit houses have 
neither fought for the bar jjrivilege, nor been encouraged by the 
authorities. The issue is a delicate one. True the London playhouses 
and music halls have bars and d(j a flourishing trade before perform- 
ances, at intermissions, and even alter the show. But the British 
drink with restraint at the theatre whereas, unfortunately, booze and 
decorum seem to be enemies in the Times Square area. Tipsy late 
arrivals I usuall) in mink ) are a real nuisance in New York during 
season. People who take their theatre seriouslj do not wish to sit 
next to peoj)le who take their boozing seriously. 

(Please turn to pa^e 89 I 



KROW 

ftoifjo Center S/dg. 
19rh A BfOadway * Oakland, Colif, 
%ami the Entirt 0[afclanil-Sjn Friitcritt ^ti Afei 



6 



SPONSOR 




P^H ILADELPHIA 



¥A\ IK( II ll^l /A 

WASHINGTON 



Kvei)' well conceived national campaign must include 
the great Philadelphia market and the other sixty-odd 
njajor cities of this nation. But once these important 
markets ha\'e been ordered, you are concerned with the 
choice of rich and lucrati\'e secondary markets . . . 
areas unaffected by major metropolitan media. In 
other words, after Philadelphia . . . what? 
E\'ery year, more national advertisers choose Yakima, 
Washington, as a first choice secondary market. For 
here is a key cit\ where tremendous electrical and 
atomic pow er production has augmented a w ealthy ag- 
ricultural economy. \'akima is a rich and lucrative pro- 
motional center? virtually isolated from the influence of 
■'ke\- city" media. It is a rapidly developing secondary 
market of first importance in the promising and power- 
ful Pacific Northwest. 



YAKIMA, WASHINGTON 




B C 



ABC 



IK(¥/A\IK( 



THE BRANHAM COMPANY 
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MBS 

eEORGE W. CLARK 



IK^ II if^l /A 



CBS 



WEED AND COMPANY 



you re 



in 



1940 

1 14.906 
1951 

231, 105 
% Increase 

101% 




Veic developments on SPOI\SOR stories 



prosperous^ 
progressive 
Mobile • • . 



Metropolitan 
Population Ban k Resour ces 
940 



$ 72,496.969 
1931 

$218,777,692 



% Increase 
201% 



Call 



Adam Young, Jr. 
National Representative 
or 

F. E. BUSBY 
General Manager 



,ON THE DIAL710 





Sec: 



Issnc: 



"The case for use of radio by depart- 
ment stores" 

26 Febriiarv 1951, p. 33 



MOBILE, ALABAMA 



Subject: Department >.tore enthusiasm 
for radio increasing 

SkydeKs department store in Bridgeport, Conn., was frankly un- 
impressed with radio. They had used it spasmodically for a time, 
saw no notable lesults and steered shy of it for several )ears. 

Some months ago, Skydels had a problem: to increase traffic in 
their "Rig Fella Shop" — a department catering to extra large sizes— 
which had reached saturation with Bridgeport clientele. They sought 
the jiroposed increase in neighboring communities. Ben Seigel, v.p. 
of SkydePs, feU that newspaper advertising could not cover the de- 
sired area. He thought of radio, looked speculatively at WICC. 

Rojult: a 13-week announcement campaign of 12 choice adja- 
cencies a week — comprised of specially tailored dramatic transcrip- 
tions and Hve tags giving travel instructions to the store. 

The success of this campaign was not instantaneous, but gathered 
momentum with time. Skydel's management was highly pleased, 
looked at radio with new eyes. Based on recommendations by WICC 
after an appraisal of the store's marketing problems, Skydel's signed 
a 52-week contract for the half-hour W ayne King Serenade on WICC 
Sunday afternoons, as a vehicle for institutional announcements; 
contracted for five morning announcements a week to use as sales 
pitches. As part of its merchandising policy, WICC dressed up two 
of Skydel's show windows to publicize the program, had broadsides 
made for the store's delivery trucks. 

From this exi>erience, Skydel's discovered that hit-or-niiss radio 
advertising efforts bring results to match; but careful planning and 
consistency can do wonders. 

"iMars dead ahead, sir!" 

10 September 1951, p. .^6 

Science- fiction shows are in great de- 
mand by b)eal and regional sponsors 

In a recent nationwide survev of radio stations to find out what 
type of transcribed shows they wanted most, Palladium Radio Pro- 
ductions, New York, uncovered a huge demand for open-end space 
adventure shows available for local and regional sponsorship. The 
survey revealed, according to Palladium, that "local sponsors, anxious 
to hop aboard the current space-craze, found there was little oppor- 
tunity to do so. since such shows were in almost every case nationally 
sponsored." 

Hence Palladium s production of The Planet Man, a 15-minute 
science-fiction strip for three or five-time-a-weck broadcast. Within 
10 days of a mailing to radio stations announcing the show, Palladium 
had received 700 requests for audition platters. 

So far, the firm has sold the program to about 60 stations (only 
one in a given Ustening area, of course), including several large 
powerhouses. Though The Planet Man is designed primarily for 
kids. WLW, Cincinnati, for instance, is scheduling it in a time slot 
good for adults as well. Sponsors to whom stations have sold the 
show include dairies, shoe stores, bakeries, kids toys, beverage firms. 

Added incentive for advertisers to buy the show comes from the 
merchandising aids Palladium supplies along with it. Every sponsor 
gets a complete promotion kit. which includes newspaper mats, pub- 
licity stories, radio teaser announcements, car cards, and window 
streamers. In addition, sponsors can obtain fat cost) all the gini- 
micks that the youngsters go for: hats, buttons, etc. * * * 
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Visitors know Milwaukee as a nice place to live ... a city 
of parksj and a city where one radio station stands out from 
all others — WTMJ. For example: 

LISTENERSHIP — Year in, year out, more people in Milwau- 
kee and Wisconsin listen to WTMJ than any other station. 

COVERAGE— Primary coverage alone blankets 628,916 of 
Wisconsin's total of 968,253 radio homes. 

ADVERTISING — More national, regional and local adver- 
tisers spend more radio dollars on WTMJ than any other 
local station. 

SERVICE — 30 years of intense local programming, radio 
news reporting, NBC shows and public service. 

FACTS — Your Henry I. Christal representative has all the 
facts and figures you need. Call him. 



THE MiLv, :ki mmhi radio stai 

conn WATTS • 620 KC • NBC 




Represenfed by 

THE HENRY I. CHRISTAL CO. 



New yorlc 



Chicago 





Typicol BASIC BUY 
1-kw Ironsmiller ond o 

Provide! four progran cervioc. Na local toUnt or locol 
pick-upi needed. Size of trancmitter, unit arrongemcnt, 
ond future plans delerminc the floor oreo (loyout here ii 
only 30' x 20'), For higher power, odd on RCA 10-kw 
omplifier to the "1-kw". Add studio focilities ony time 



If 




-VHF^^UHF! 



PROGRAM SERVICES 

I 

I no local studios needed! 



Network programs 

Local films (16mm) 

"Stills" from local slide projector 

Test pattern from monoscope 
(including individualized station 
pattern in custom-built tube) 



T^HIS PICTURE ILLUSTRATES 

I hat we think is the minimum equip- 
ent a TV station should have to start 
'v&\.—aud earn an income. The arrange- 



from the network and provides station 
identification and locally inserted com- 
mercials as required. In addition, it offers 
an independent source of revenue— by 
including film and slide facilities for 
handling local film shows and spots, or 
network shows on kine recordings. 

The Basic Buy includes: A transmitter 
and an antenna (necessary for any TV 
station); monitoring equipment (re- 
quired by FCC); film and slide equip- 
ment (for local programs — and extra 
income); monoscope camera for repro- 
ducing a test pattern of known quality 
(important for good station operation 
and as an aid to receiver adjustment); 
and a control console that saves operator 
time and effort (it enables one technical 



man to run the station during nearly 
all "on-air" periods). 
RCA's Basic Buy can be used in combi- 
nation with any RCA TV transmitter 
and antenna, of any power — VHF or 
UHF. Matched design and appearance 
make it easy to add facilities any time 
(you need never discard one unit of a 
basic package). And note this: RCA BASIC 
Units Are Identical To The RCA 
Units Used In The Biccest TV 
Stations! 

RCA's Basic Buy is already being 
adopted by many TV station planners. 
Let your RCA Sales Representative 
work out a flexible package like this for 
you — show you how to do the most with 
the least equipment! 



This is what the BASIC BUY includes! 
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ON KMA 

YOUR SALES 
MESSAGE REACHES 

1J05 

CITIES and TOWNS 




If you think the word "Mid- 
west" means Omaha and Des 
Moines, then you have 1,703 
more guesses coming. 

For in the '/2 Millivolt day- 
time contour area served by 
KMA, are over 2,500,000 Rich- 
From-The-Soil Americans! 
They live in 1,705 cities and 
towns and on hundreds of 
thousands of farms. As a mat- 
ter of fact, in the entire KMA 
area, there are only 17 towns 
with a population over 10,000. 

These midwesterners prefer 
rural programming because 
they live predominantly in 
rural areas. Their favorite sta- 
tion for over 27 years has been 
KMA — the station that pro- 
grams to their taste. 

KMA — Shenandoah, Iowa 




S3 



Madison 

m 



CANADIAN ISSUE 

It was nice of you to ask me to 
cuiinnent on the influence and power 
of radio in Canada. 

Radio, which in a few short years 
has li.econie practically a necessity in 
the homes of our people, wields a tre- 
mendous influence in their thoughts 
and hahits. The spoken word, being 
more potent than the written word, and 
1 caching the people directly in their 
lionies. has changed and broadened 
their outlook. The radio keeps them 
full) informed on daily events happen- 
ing throughout the world and enlight- 
ens them on many subjects. 

Radit), in enabling all sides of a 
ijuestion to be brought to the atten- 
tion of our citizens, is definitely a 
-Ntrengthening factor in democracy. If 
a person is denied expression through 
I the press, there is left to him the me- 
i dium of the radio through which he 
may be heard. This is good protec- 
tion. I. personally, have proved how 
anxious the public are to hear the truth 
from one by radio, 
i Alu4N a. Lamport. Mayor 

Tornnto, Ontario, Canada 

• Mayor Lamport wafieJ his succe^'jful election 
campaign entirely by radio, was eleetefl aeaiii^t 
the oppf>$ition of the entire Toronto press. 



The special Canadian section of 
SPONSOR is .a splendid piece of work, 
and you are to be congratulated. 

Designed primarily for the U.S. 
reader, the range of information and 
the style of presentation will make it of 
great use to all Canadian radio and TV 
people who lay their hands on it. 

Albert A. Shea 

Coinni II n ica I io ns Resear eh 

Toronto, Canada 



MAY BROADCASTING CO 



COMMERCIAL REVIEWS 

We a]ipre<nate the fine review given 
to WiHieaties in your Connnercial Re- 
views column, July 28th issue, but we 
do wish tf) correct your misinforma- 
tion that Dancer-Fitzgerald-Sample is 
the Wheaties agency. They are not; 
we are — have been for 15 years. \V^3idd 
\ ou [jublish a correlation? 

Ki:N I'OTTLE, /'./'. 

Kno\ Reeves Advertising, Inc.. 

Minneapolis 



STOCKS ON THE AIR 

I want to let you know what a fine 
job you did on the "Stocks on the Air" 
article in your July 28th issue. 

You certainly covered the field in a 
very comprehensive fashion. As you 
probably discovered, the use of broad- 
casting to sell securities is still largely 
in the exploratory stage. However, 
there is a fine potential here and I 
think you will see more and more ac- 
tivity as time goes by. 

Edwin R. Rooney, Jr. 

Radio and Television Director 

Dorenius & Co. 

New York 



FALL FACTS 

In your July 14 issue, you list 13 
episodes (in the can) available on our 
Craig Kennedy Criminologist series. 
Please be advised that we had 26 
Craig Kennedy's available a month 
or so prior to your publication date. 

We have another series entitled The 
Thrill of Your Life which has also 
been available for some time and I 
don't see why it was not included in 
your list of programs. 

Adrian Weiss 
Louis W eiss & Co. 
Los Angeles 



Re: page 44, your issue of 14 July, 
1952. 

Come, come! Stopette still sponsors 
and expects to continue sponsoring the 
TV version of "mat's My Line." 

Montgomery N. McKinney, V.P. 

Earle Liidgin & Company 

Chicago 



NEGRO MARKETS 

I see in your August 11th issue that 
WSAI, Cincinnati, protests its listing 
as a station carrying 50% of its pro- 
grams beamed at a Negro audience. 

The feature in your July issue on 
Negro programing was extremely in- 
teresting and valuable; however, may 
I correct the same error accorded 
WSAI. We have some definite beamed 
programs to the Negro group which 
enjoy enviable rating and commercial 
results — but, our fractional program- 
ing on this score amounts to only about 
20% of onr schedule. We, of course, 
value and respect this audience, and 
have attempted programs aside from 
the strict "race music" shows. One of 
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Sparks fly . . . 

ami salc.^ ifiuilc in this busy Contral Now 
I']iijj,iaii(l region served by wtac. It's a "slate" apart. ... a liapjn balance 
of bustling industries and rural conununities. It's a, y(!ar-roiuid market 
of steady demand, with buying J)ow(H- that rates the top bracket nationally. 
Through wtag alone, you make contact with the coviplele audience here, 
an audience that 3'ear after y(>ar gi\'es the greatest share of its loyally 
to WTAG . . . because it gets the best l)lend of network and local programs. 



the picture is great in the 



WTAG 



A X I) W T A O - F M 
OSOkC basic CBS 



VORC ES T K R, MA ,S'*SM CJJ U E T T S 




111 New England 
. State 





Itlil'RESEXriiJ) BY ItAYMEK 



This man is now beings sold a food freezer 



ioday radio entertains, informs and sells 
people wherever they go. 

In fad, the average American spends more 
lime ivilh radio than vnlh magazines, TV, and 
newspapers combined. 

People listen to radios in cars, kitchens, 
yachts, bedrooms, living rooms, trains, canoes, 
bars, terraces, hotels, restaurants, beaches, 
deserts, mountain-tops, airplanes. 

Right now there are 105,300,000 radio sets 
in the country. From coast to coast, virtually 
erery home is a radio home — and over half of 
them have lu-o or more scls. 



In automobiles alone, there are 27,424,500 
radios. At any given moment, over one-third 
of the radio-equipped cars on the road have 
their sets in use. 

And last year Americans bought 12,775,000 
new radio sets! 

Radio reaches it s vast audience at far lower 
cost than any other medium — whether by 
nation-wide networks or local stations. 

No doubt about it: 

The smartest buys in all advertising are 
being made in radio. And they're being made 
rigid now. 




Broadcast 
Advertising 
Bureau, Inc. 

BAB is an 

orKaniziitiim 

supportiHi by 

in(i(>pt'n(ient 

broiidcaKtera, 

networks and 

station 

representatives 
all over America 
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the most successful of these has heeu 
the broadcasting, for the past three 
years, of the entire football schedule 
of Sterling High School -one of the 
largest Negro schools in the state. The 
play-by-play is done by a member of 
the faculty of Sterling, while connner- 
cials and color are done by a regular 
WESC sports man. 

Before closing, let me once again 
thank SPONSOR for this and other valu- 
able series, including the Fall Facts 
issue. Your magazine is still t()])s in 
the field! 

David A. Moss, Program Dir. 

WESC 

Greenville, S. C. 



Your July 28th issue containing the 
Negro radio section was excellently 
done. I was very much disappointed 
that you did not include KWXH in this 
article. In your previous story on "The 
Forgotten 15,000,000," you included a 
large picture of Ray Bartlett, our 
"Groovy Boy." Even that time, how- 
ever, no mention was made of the phe- 
nomenal results obtained on this pro- 
gram. 

Henry B. Ci.ay. Exec. J '.P. 
KWKH 

Shreveport, La. 



Kead with great interest the story 
on Negro broadcasting. However, it 
disappointed us because it disregarded 
the facts regarding stations beamed at 
Negroes in Atlantic City. 

Station WPT'G has the only regular 
daily broadcast for Negroes by a Ne- 
gro disk jockey, namely Jessie Morris, 
wife of Chris Columbo of Louis Jor- 
dan's band. She was formerly featured 
singer at the Follies Bergeres. and a 
U.S.O. performer as well as a New 
York night club singer. She does the 
only daily show for the Negro circula- 
tion of some 18.000 in Atlantic Cit) . 

Fred Weber 
WEPG 

Atlantic City, N. J. 

• SPONSOR roiisulted « illi experts in the field 
of IVepro proprainin;: before roiiipilinp the sample 
list (see 28 July issue, pa;:e 74) of stations 
beaming programs at INepri»es. The editors regret 
the ahove-mentio-ied o 'ersipli! uhirh oerurred 
despile cart*ful rescarehinp. 



CO-OP RADIO 

Having read both your article on 
co-op advertising and readers' com- 
ment on the article, I am unable to 
resist your invitation to add to the 
comments already received. 



Most of the harm of co-o]3 deals has 
been covered well in your excellent 
article. But still another sorry result 
of the indiscriminate use of the co-o]3 
jjrivilege is the salesman who has be- 
come a slave of his own weakness and 
cannot sell without leaning on the 
crutch of manufacturer's cooperation 
— if, indeed, reliance on co-op funds 
to dangle as bait in front of a skepti- 
cal "sjjoiisor " can l)e dignified by the 
term, selling, in all cases. 

While we have not run into the 
shame of double-billing in our own 
jiersoiial radio experiences, we have 
come across at least one salesman who 
has worked at various times for vari- 
ous stations and who, even today, sel- 
dom lands a contract without the forti- 
f> iiig support of the co-o]i funds. 

The most frightening aspect of this 
type of selling (in the eyes of radio 
men with respect for the trade ) is that 
the salesman bec;onies a victim ol the 
opiate he himself has concocted. Un- 
der the influence of his stuj^efying 
poison, he soon forgets that he is not 
actually selling at all. He becomes an 
habitue of "Appliance Row," leaving 
the reall} lucrative radio accounts, 
who have enough confidence in radio 
and in good radio selling to sign up 
without promise of co-op funds, to the 
)ounger, up-and-coming radio reps. 

The co-op plan, honestly apj^lied 
and intelligently used, serves a useful 
purpose. Through the plan, legitimate- 
ly jjractised, a conscientious sj^onsor 
who may be a little short on ready 
cash gets a friendly boost from the 
manufacturer and, because of this co- 
operation, is more willing than ever to 
iec that the name brand gets the lion s 
share of attention in his store's radio 
and display-advertising campaigns. 

But it's comforting to hear that ra- 
dio men in other parts of the country 
feel that the crimes perpetrated under 
the name of co-op selling should be 
brought out into the open, to be dis- 
cussed, evaluated, measured as to the 
results they produce. No one wins — 
the station management, the talesman, 
nor the sponsor — when the co-op plan 
is ridden to exhaustion merely to get 
coniercial names on the log. 

And in cases where a radio station 
actually does fall for the shame of 
double-billing, the radio field has ad- 
mitted another pseudo-advertiser who 
is not actually sold on radio. He is on 
the air only because he is getting some- 
thing for nothing. \^'^ith the offending 
(Please turn to page 83) 




UNDUPLICATED 

COVERAGE IN 
225,000 HOMES 
WITH PERSISTENT 
SELLING TO MORE 
THAN 675,000 
PEOPLE . . . 
IN PROSPEROUS 
SOUTHERN 
NEW ENGLAND 



Represented Natianalfy by 

Weed Television 

fit ti^w iifS^and — t<rth* Isfman 
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big game takes big gun 



Let's not beat about the bush. There's big game at stake in "Non-TV America". 

Here is a 45-state tract of over 17,000,000 radio-only families, dwelling beyond 
reach of TV— more, in fact, than there are TV families in the rest of America. 

Here are some 60,000,000 people— as many, in fact, as there are in all 477 U. S. 
cities of over 25,000 population. 

.Big game ... worthy of the best gunning equipment available to advertisers today. 
And the big gun needed for this big game has now been identified. 

A 1,000, 000-interview research into all of "Non-TV America" (by J. A. Ward, Inc.; 
Feb.-Mar., '52) reveals that Mutual is the name of the network regularly dialed by 41% 
of all the radio sets in these 45 states ... compared to 22% for the next-best network. 

Over on the opposite page, the trophies won by all four networks are hung up— 
together with the gun-rack revelation of why Mister PLUS bags the best : 
Mutual serves "Non-TV America" with 416 stations ... more than all other networks 
combined. (MBS serves all America with 560 stations, don't forget.) 

If you agree that a prime sales trophy would decorate your board-room nicely, 
we invite you to sight along the gun barrel of the Mutual Network. 



THE NUMBER ONE ROUTE TO NON-TV AMERICA . . . AND THE LOWEST-COST ROUTE TO ALL AMERICA 




MUTUAL 




0he 




(^tations 



RESULTFUL ADVERTISING 

on tite XL Stations Pays Big 
Diridenils Continuously. 



KXL 
PORTLAND 



KXLY 
SPOKANE 



KXLF 
BUTTE 



KXLL 

MISSOULA 



KXLJ 
HELENA 



KXLK 
GREAT FALLS 



KXLQ 
BOZEMAN 



New York 17, N, Y, 
347 Madison Avenue 
The Walker Company 



Hollywood 28, Calif. 
6381 Hollywood Blvd. 
Pacific Norlhwesf Broadcasters 



San Francisco 4, Calif. 
79 Post Street 
Pacific Northwest Broadcasters 



Chicago I, Illinois 
360 North Michigan 
The Walker Company 



I 
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iVcic on Tclet?ision IMetworks 



SPONSOR 



AGENCY 



American Chicle Co 
Bayuk Cigars Inc 

General Electric Co 
Kellogg Co 
Kellogg Co 

Thomas Leeming & Co Inc 
Schick Inc 
Sealy Inc 

Wine Corporation of 
America 



Dancer- Fitzgerald-Sample 
Ellington 

Young 0 Rubicam 
Leo Burnett 
Leo Burnett 
William Esty 

. Kudner 

Olcan 

Weiss 0 Celler 



STATIONS 



CBS TV 42 
DuMont 6 

NBC TV 55 
ABC TV 63 
CBS TV 29 
CBS TV 42 

CBS TV 42 

CBS TV 42 

DuMont 35 



PROGRAM, time, start, duration 



lackie Cleason Show; Sat 8-9 pm; 4 Oct; 52 wks 
Ringside Interviews; M 10:45-11 pm; S Sep; 52 
wks 

I Married Joan; W 8:30-9 pm; 15 Oct; 52 wks 
Super Circus; Sun 4-4:30 pm; 28 Sep; 52 wks 
Houseparty; T, F 3-3:15 pm; 2 Sep; 52 wks 
Jackie Cleanson Show; Sat 8-9 pm; 11 Oct; 52 
wks 

lackie Cleason Show; Sat 8_9 pm; 20 Sep; 52 
wks 

Ealance Your Budget; Sat 10-10:30 om; 18 Oct; 
52 wks 

Where Was I?; T 9-9:30 pm; 2 Sep; 52 wks 



Retteweil on Television IVetworhs 



SPONSOR 


AGENCY 


STATIONS 


Best Foods Inc 


Earle Ludgin 


CBS TV 53 


Borden Co 


Doherty, Clifford & Shen- 


NBC TV 27 




field 




Carnation Co 


Erwin, Wasey 


CBS TV 63 


Curtis Publishing Co 


BBDO 


DuMont 17 


Firestone Tire & Rubber Co 


Sweeney & |ames 


NBC TV 48 


General Foods Corp 


Benton & Bowles 


CBS TV 38 


Goodyear Tire & Rubber Co 


Young & Rubicam 


NBC TV 58 


Mars Inc 


Leo Burnett 


ABC TV 63 



PROGRAM, time, start, duration 



Garry Moore; W 1:45-2 pm; 17 5ep; 52 wks 
Treasury Men In Action; Th 8:30-9 pm; 28 ^ug; 
52 wks 

Burns & Allen; alt Th 8-8:30 pm; ■? Oct; 52 wks 
Keep Posted; T 8:30-9 pm; 7 Oct 52 wks 
Voice of Firestone; M 8:30-9 pm; 1 Sep; 52 wks 
Mama; F 8-8:30 pm; 5 Sep; 52 wks 
Goodyear Playhouse; alt Sun 9-10 pm; 12 Oct; 
52 wks 

Super Circus; 4:30-5 pm;. 14 Sep; 52 wks 



Station Representation Changes 

STATION AFFILIATION 



WHYN, Holyoke-Springfield, Mass. 
WHYN-TV, Holyoke-Springfield, 

Mass. 
WLAC, Nashville 
WMRY, New Orleans 
WNEL, San |uan, Puerto Rico 
WPEN. Philadelphia 



MBS 

Unannounced 
CBS 

Independent 
Independent 
Indeoendent 



NEW NATIONAL REPRESENTATIVE 



Branham, N. Y. - ' 

Branham, N. Y. 

Katz, N. Y. 

Gill-Keefe & Perna, N. Y. 

Pan American Broadcasting Co, N. Y. 

Gill-Keefe & Perna, N. Y. 



IMetv antl Renetved Spot Television 

SPONSOR I AGENCY NET OR STATION 



Brown & Williamson To- 
bacco Corp 

Brown & Williamson To- 
bacco Corp 

Brown & Williamson To- 
bacco Corp 

Clark Brothers Chewing 
Cum Co 

Cluett, Peabody & Co 

Deering, Milliken & Co 

Duffy-Mott Co Inc 
Duffy-Mott Co Inc 
Duffy-Mott Co Inc 
Duffy-Mott Co Inc 



Ted Bates 
Ted Bates 
Ted Bates 
McCann-Erickson 



Young 
Young 
Young 
Young 
Young 
Young 
Young 



Rubicam 
Rubicam 
Rubicam 
Rubicam 
Rubicam 
Rubicam 
Rubicam 



WNBK, Cleve. 

WNBK, Cleve. 

WABD, N. Y. 

WRCB, Schen. 

WNBK, Cleve. 

WABD, N. Y. 

WRCB, Schen. 
WBZ TV, Boston 

WPTZ, Phila. 

WNBQ, Chi. 

WNBT, N. Y. 



PROGRAM, time, start, duration 

10-sec stn l>:eak; 24 Aug; 52 wks (n) 

1-min anncmt; 28 Aug; 52 wks (n) 

20-sec anncmt; 8 Sep; 52 wks (n) 

1-min partic; 1 Sep; 13 wks (n) 

15-min prog; 6 Oct; 52 wks (n) 
1-min partic; 26 Aug; 10 wks (n1 
20-sec anncmt; 30 Aug; 13 wks (r) 
20-sec anncmt; 31 Aug; 13 wks (r) 
20-sec anncmt; 1 Sep; 13 wks (r) 
20-sec anncmt; 2 Sep; 13 wks (r) 
20-sec stn break; 6 Sep; 13 wks (r) 



In next issue: Neto and Renewed on Networks, New National Spot Radio Business. 
National Broadcast Sales Executives, Sponsor Personnel, New Agency Appointments 






Numbers after names 
refer to Aew and Re- 
new category 

r. D. /lyres (.S) 

Llovd Smithson (5) 

A. M. W'yman (^) 

E. F. Stefenson (5) 

Arthur C.li^ord^ (5) 
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SPONSOR 



flako Products Corp 
Greyhound Bus Lines 
Grove Laboratories Inc 
Hamilton Watch Co 
International Silver Co 
Kaiser-Frazer Dealer 

Associations 
Lever Brothers Co 
Liebmann Breweries Inc 
M. ). Merkin Paint Co 
Philip Morris & Co 
Philip Morris & Co 
National Biscuit Co 
National Biscuit Co 
National Biscuit Co 
National Biscuit Co 
Pacific Mills 
Sun Oil Co 

Sunshine Biscuits Inc 
Sunshine Biscuits Inc 
Vick Chemical Co 
Stephen F. Wehitman & Sonj 
Inc 

Stephen F. Wehitman & Son, 
Inc ' 

Stephen F. Wehitman tj Son 
Inc 

Yonkers Trotting Association 
Inc 





MFT OP ^TaTIOKI 


H. B. LeQuatte 


WABD, N. Y. 


Beaumont & Hohman 


WABD, N. Y. 


Harry B. Cohen 


WBZ TV, Boston 


BBDO 


WNBW, Wash. 


Young & Rubicam 


WNBK, Cleve. 



PROGRAM, time, start, duration 



William H. Weintraub 
BBDO 

Foote, Cone & Belding 

Reiss 

Biow 

Biow ^ 
McCann-Erickson 
McCann-Erickson 
McCann-Erickson 
McCann-Erickson { 
). Walter Thompson 
Hewitt, Ogiivy, Benson G 

Mather 
Cunningham & Walsh 
Cunningham & Walsh 
BBDO 

Ward Wheelock 
Ward Wheelock 
Ward Wheelock 
Al Paul Lefton 



WABD, N. Y. 
WABD, N. Y. 
WABD, N. Y. 
WNBT, N. Y. 
WBZ TV, Boston 
WNBT, N. Y. 
WABD, N. Y. 
WNBQ, Chi. 
WABD, N. Y. 
WNBT. N. Y. 
WBZ TV, Boston 
WABD, N. Y. 

WNBT, N. Y. 
WPTZ. Phila. 
WPTZ. Phila. 
WNBQ, Chi. 

WNBK, Cleve. 

KNBH, Hlywd. 

WABD, N. Y. 



10-sec anncmt; 12 Aug; 13 wks (n) 
20-sec anncmt; 13 Sep; 13 wks (n) 
20-sec anncmt; 29 Sep; 22 wks (n) 
30-min film; 6 Oct; 52 wks (n) 
30-min film; 12 Oct; 52 wks (n) 

15-min film; 11 Sep; 7 prog (n) 
20-sec anncmt; 19 Aug; 13 wks (n) 
5-min film; 18 Aug; 4 wks (n) 
1-min partic; 5 Sep; 52 wks (n) 
10-min prog; 9 Sep; 52 wks (n) 
5-min prog; 9 Sep; 52 wks (n) 
20-sec anncmt; 2 Sep; 52 wks (n) 
20-sec amcmt; 4 Sep; 52 wks (n) 
20-sec anncmt; S Sep; 52 wks (n) 
20-sec stn break; 7 Sep; 52 wks In) 
1-min anncmt; 2 Sep; 13 wks (n) 
20-sec anncmt; 28 Sep; 13 wks (n) 

20-sec anncmt; 1 Sep; 18 wks Ir) 
20-sec anncmt; 1 Sep; 17 wks <r) 
20-sec anncmt; 19 Sep; 20 wks (n) 
20-sec anncmt; 5 Sep; 52 wks (n) 

20-sec anncmt; 3 Sep; 52 wks (n) 

20-scc anncmt; 6 Sep; 52 wks (n) 

1-min partic; 15 Sep; 3 wks (n) 



5. 



Spatisor Pevsouuel Chanties 



NAME 

William D Ayres 
Vincent E. Butterly 
Arthur Clifford 
Clifford Dillon 
W. Arthur Fielden 
Joseph P. Hardie 
Mann Holiner 

Tomas Gayle lohnston 
Maitland |ones 
Milton L. Kiebler 

Dave E. Larsen 

Paul Manning 

Thomas M. McDonnell 
Wendell C. Moore 

Daniel Potter 
Mark Re.irdon 
Lee M. Rich 
Herbert Selby 
lames Simmons 
Lloyd Smithson 

Frwin Spitzcr 
Edmund F Stefenson 
Morris F. Tandy 
Phil Thompson 
Russell N. Withenbury 

Ceorge Wolf 
A'llan M. Wyman 



FORMER AFFILIATION 



NEW AFFILIATION 



Studebaker Corp, South Bend, pub rel div 
Wilding Productions, Detroit, exec- I 
Holden, Clifford, Flint, Detroit, vp ' 
Dancer-Fitzgerald-Sample, N. Y., copy chief 
Campbell-Ewald, Detroit, exec 
Bristol-Myers, N. Y., sis vp 

Lenncn & Mitchell, N. Y., radio-ev vp | 

Hewitt, Ogiivy, Benson & Mather, N. Y., vp 
Hutchins, N. Y., nati adv vp 

Benton & Bowles, N. Y,, mgr outdoor space buy- 
ing dept 

Bon Marche, Seattle, merchandising exec 
Producer-writer 

Foote, Cone & Beding, N. Y., dir radio-tv prod 
Campbell-Ewald, Detroit, asst media dir 

Benton & Bowles, N. Y., media dir (P&G) 

Maxon, Syracuse, acct exec 

Benton & Bowles, N. Y., asst media dir 

Benton & Bowles, N. Y., media dir (18 accts) 

Merchandising and sales 

WKRC-TV, Cine, prog dir 

Hirshon-Garfield, N. Y., vp 

). Walter Thompson, N. Y., acct evec 

Smith, Taylor & Jenkins, Pittsb., acct exec 

Cecil & Presbrey, N. Y., radio-tv comml superv 

Rowe & Wyman, Cine. ,acct exec 

Foote, Cone & Belding, N. Y., radio-tv prog mgr 
Rowe & Wyman, Cine, vp 



Grant, Detroit, pub rel dir 

Zimmer, Keller & Calvert, Detroit, act mgr 

Whipple & Black, Detroit, vp 

Ward Wheelock, N. Y,, vp 

Media Inc, Miami, vp, gen mgr 

SSCB, N. Y,, vp 

Kudner, N. Y., radio-tv dir (Republican natI com- 
mittee acct) 
Geyer, Newell & Granger, N. Y. , assoc copy dir 
Lennen & Mitchell, N. Y., vp, copy chief 
Same, media superv 

Walter McCreery, Beverly Hills, dir new business 
dept 

Kudner, N. Y,, radio-tv dir (Republican natI com- 
mittee acct) 
Same, dir prog development 

Grant, Detroit, media superv (Dodge passenger car 
acct) 

Same, vp, media dir 

Gardner, St. L., acct mgr 

Same, media superv 

Same, vp, media dir 

Yambert-Prochnow, Beverly Hills, vp 

Smithson, Wyman & Withenbury, Cine, creative 

planning vp (new agency at Enquirer BIdg.) 
Kudner, N. Y,, copy staff 
Maxon, Detroit, acct exec 
Edward M. Power, Pitts., acct exec 
Kudner, N. Y,, copy staff 

Smithson, Wyman & Withenbury, Cine, exec vp 

new agency at Enquirer BIdg.) 
Same, dir r.idio-TV prod 

Smithson, Wyman & Withenbury, Cine, pres (new 
.T'en-y at Fnquirer BIdg.) 



6. 



Agency /Vppoiutnieuis 

WAUD, Auburn, Ala., formerly LBS, now ABC 
WDUN, Gainesville, Ga., formerly LBS, now ABC 
WFRP, Savannah, Ga., formerly LBS, now ABC 
WMEV, Marion, Va., formerly LBS, now ABC 



WMGA, Moultrie, Ga., formerly LBS, now ABC 
WSKB, McComb, Miss., now ABC (new station) 
WWPF, Palatka, Fla„ formerly LBS, now ABC 



\'urnbers after names 
refer to .Vert' and Re- 
new category 



Mark Reunion 
IV. A. Fielden 
Erwin Spitzer 
J. P. Hardie 
Clifford Dillon 



T. (,. Johnston 
Paul Manning 
Maitland Jones 
Herbert Selln 
Daniel Potter 
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More SoM'fde^ ^%om 



WHO 




Dear Air. Shelley : 

\Vc thank you sincerely for your ser- 
vice announcing the funeral of Curtis 
Benskin of our city. Yes the announce- 
ment was made at about 7 -.39 or 40. Since 
we have no news paper in Wesley, and 
the county papers would be published too 
late Tliurs. so your service was perfect, 
covering Wesley — and burial at Aletz — 
beyond Colfax. 

The relatives and friends of the family 
are scattered — residing near Metz — Grin- 
nell — Laurel — and up here at Whittemore 
— Ft. Dodge — and Emmetsburg. Our 
church was well filled at 9:15 and more 
than 100 people from near Metz attended. 
The WHO service is greatly appreciated. 

Sincerely, 

(RkV.) J. A. RiGGS 

Wesley, Iowa 



Dear Mr. Loyet : 

May I take this opportunity to thank 
you most sincerely for the interest taken 
by your station in giving news and broad- 
cast time to the armual Hawkeye Boys 
State held at Camp Dodge. I want es- 
pecially to thank you for working in the 
important officers of Hawkeye Boys 
State on the regular Governor's Hour 
program on Saturday, June 9th. 

We have received several favorable 
comments on the program in addition to 
those expressed by Governor Beardsley, 
himself. 

We have appreciated the hearty co- 
operation of Radio Station WHO in the 
past and are grateful for the time which 
has been allotted for American Legion 
programs and activities. 

Sincerely yours, 

A. F. Faber 
Director of Public Relations 
Iowa Department 
The American Legion 
Des Moines 9, Iowa 



Dear Mr. Woods : 

On behalf of all our patients and 
Special Services, may I extend sincere 
thanks and appreciation for making pos- 
sible the Barn Dance Frolic. It was a 
very excellent program and one that all 
patients enjoyed. 

We appreciate the thoughtfulness and 
interest of WHO on behalf of the hos- 
pitalized veterans. The cooperative and 
unselfish attitude of the individual par- 
ticipants created a warm feeling as well as 
an excellent performance. Please extend 
our thanks to all. 

Very sincerely yours, 

L. E. HuNN 
Chief, Special Services 
Veterans Administration Center 
Des Moines, Iowa 



Dear Mr. Shelley: 

Just a little note of very sincere ap- 
preciation to you and the WHO news 
staff for being so kind in broadcasting 
the announcement of the cancellation of 
the Sinifison College Choir Concert at 
Hoyt Sherman Place last night. 
This willingness on the part of your staff 
to render such service is a very gracious 
act and I want you to know that there is 
one man over here who appreciates it. 
Very sincerely yours, 

Edwin Edgar Voigt 

Simpson College President 
Indianola, Iowa 

Dear Sirs : 

One of the finest things your station 
has done in a long time was to broadcast 
the concert by the Iowa Bandmasters 
Band. The music was fine and it was a 
thrill to hear them. With the large num- 
ber of high school students interested in 
band music there is a large listening audi- 
ence. The Cities Service ]5and is making 
a large place in the habits of the Ameri- 
can listening audience. Thank you very 
much for these two concerts. 

Sincerely, 

Calvin D. Lowell 
CWO 34th Inf l^iv Band Iowa NG 
Fairfield, Iowa 



Dear Air. Woods : 

As chairman of the Holj Week Noon- 
day Services sponsored by the Ministerial 
Association of Des Aloines I want to 
thank you for the assistance you gave us 
in i)lacing the facilities of your radio sta- 
tion at our disposal. We sincerely ap- 
preciate this cooperation in making pos- 
sible one of the finest seasons we have 
had. 

Sincerely yours, 

Marvin O. Sansbury 

University Christian Church 
Des Aloines 11, Iowa 

Dear Mr. Loyet : 

Just a line to thank you and Herb 
Plambeck for the wonderful time a group 
of friends from my World War II outfit 
had as guests of \VHO Saturday. 

Saturday was the first time in six 
years we fellows and our wives have had 
a chance to meet as a group. It was 
through Herb's efforts that the meeting 
was such a huge success. We all enjoyed 
every minute of it and want you to know 
that you have gained several more 
staunch supporters for your fine station. 
Sincerely yours, 
WiLLIAJr A. Rl'CIIIIOLZ 
Des Aloines 7, Iowa 



ew professional advertising men, we suppose, have 
ever written a personal letter to a radio station. There- 
fore it may be difficult for you to realize why WHO 
gets ma'tlhags of personal letters — to understand the 
feelings of friendship and inter-depeudeuce that exist 
between WHO and its listeners. . . . 

Read these few typical letters, and we believe you'll get 
some new ideas of what WHO means in Iowa Plus — 
what WHO can mean to advertisers, too. . . . 

WIfjl© 

■f /or Iowa PLUS + 

Des Moines . . . 50,000 Wa«s 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
FREE & PETERS, INC., National Representatives 
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Martin ]fiichel 

Radio-TV Director 
20th Century-Fox Film Corp., New York 

20th Century-Fox is utilizing every ad medium at its disposal to 
convince homebodies that "Movies (2()th Century-Fox, that is) are 
better than ever!" The task of getting reluctant moviegoers away 
from living room radios and TV^ sets goes to Martin Michel, Newark- 
born radio-TV director. Still in his 30's, Michel has the radio-TV 
background and knowledge in which Hollywood has shown interest 
just recently. 

Since his teens Michel has written for the theatre and worked for 
radio stations and newspapers. Before the war he spent three years 
writing and preparing copy for WHN's programing department. 

After the war Michel took post graduate work at Columbia Uni- 
versity. When 20th Century-Fox needed a man with ideas for and a 
knowledge of radio Michel was ready. 

"When I came to 2()th Century-Fox at the end of 1949," says 
Michel, "they were using radio on and off without advance planning. 
And. mind you, reading printed media copy. Imagine an announcer 
trying to properly phrase those long-winded sentences." 

Michel, with lots of ideas on the subject, soon changed this, 
working in close cooperation with S. Charles F.nfield, 20th Century's 
vice president in charge of advertising and publicity. 

First campaign for Michel, a national one, was for "12 O'Clock 
High." Announcements were ideally tied in with New Year's Eve, 
the approach of a new year being an ideal reminder of the picture 
title. Says Michel: "If one announcement will do for any picture 
then it's no good for our purposes." (See: Movies on the air, p. 38.) 

Most cami)aigns are local and timed to theatre opening dates. The 
main thought hammered home is: "Give the announcement a gim- 
mick twist to attract interest." Michel and Einfeld have done that 
with "Kangaroo" and "With a Song in My Heart." They are plan- 
ning big things for Hemingway's "The Snows of Kilimanjaro," 
20th"s big picture of the year. (Annual radio-TV expenditure varies 
from $100,000 to $500,000 depending upon exploitation plans, 
agency: Charles Schlaifer & Co.) 

When not concerned with promoting these epics on radio and TV. 
Michel sticks close to home, collecting early American antiques and 
doing interior decorating. Proudest achievement: two sons whom he 
calls his "favorite short subjects." 
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ih I Populafion up 11.4^ 
1 I Rpfail Sales tip 3a3«j 
J^iCFCF local 

CFCF , 




and in Detroit they're sure looking- at 
WJBK-TV because: 



8 OUT 




10 



TOP TV SHOWS ARE 



ON 




ANNEL 2 




A STOItElt StATiON 

Top CBS and pUMOHt Ukynfion Prograrni 

NoHonoiliirie* Mas, TOM HARKER, r 
48S Madiion, N«w York 22, ELDORADO 5-2455 
R»pr«»*ntea N«t<«Mll^ by THE KATZ AGENCY 
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Isn't this the best reason in the world for 
giving your selling message the extra sock 
that only WJBK-TV can give you in Detroit? 

Here Are the Top Ten TV Shows in Detroit: 

1st BOSTON BLACKIE WJBK-TV 

2nd GODFREY'S TALENT SCOUTS WJBK-TV 

3rd WHAT'S MY LINE? WJBK-TV 

4th BOXING WJBK-TV 

5th BIG TOWN WJBK-TV 

6th DANGER WJBK-TV 

7th DRAGNET WWJ-TV 

8th GODFREY AND HIS FRIENDS WJBK-TV 

9th RACKET SQUAD WJBK-TV 

10th TELEVISION PLAYHOUSE WWJ-TV 

According to Pulse July Program Averages 

23 




I 



Composer and recorder of "Guitar Fioogie " wliicli 
sold 2,500.000 records, WBT's Arlhiii- Smith, with his 
Crackerjacks, won a snug uiclie in the Folk Music Archives 
of the Library of Congress, Hut Arthur's sponsors know 
him also as a caiuiy. consistent, air salesman whose 
"Corner Store"' program on WBT (4-4:30 PM, M-F) 
heats out a double sales rhythm. To step up the tempo 
of your Carolina sales, ask for Arthur. 



COLOSSUS OF THE CAROLINAS 




CHAR LOTTE, NORTH C A RO L 1 N A 

Jli^^fbrson Standard Broadcasting Company 



Represented Nat'ionalh hy CBS Radio Spot Sales 




Revamped iiiaiia^ciiieut, new air approach licked ^^bar^'aiii*- flavor of 

early Jingles and slumping sales curves, won back bottler confidence 



bottlers were grumbling. The} looked 
to the parent company to help boost 
their total sales \olume with strong 
atUertising. Here, they felt. Pepsi was 
letting them clown. In 1950 I'epsi ad- 
vertising was scattered over a wide va- 
riety of promotional ventures. The 
general lack of direction and consis- 
tency in Pepsi's advertising and its 
lack of effectiveness lowered bottler 
morale. Few put their best foot for- 
ward in opening up new sales areas. 

3. It was as a resuh of both preced- 
ing factors —lack of <onsumer confi- 
dence and respect for the product, 
plus the growing rift between Pepsi 
and its bottlers — that sales of Pepsi 



^jPHpVfb In 1950 the Pepsi-Cola Co. 
^■■■■■•i — considered the marvel 
beverage operation just 10 years be- 
fore — was m serious trouble. Sales had 
slid from a 1947 peak of $56,453,000 
to just over $40,000,000--and the) 
were headed even lower. In large mea- 
sure, the very jingle and air advertis- 
ing policies which had built the firm 
from a gross of $18,390,000 in 1939 
to $37,527,000 just two years later 
were responsible for Pepsi's headaches. 

Here's what happened, as Pepsi-Cola 
executives now diagnose it: 

1. The original jingle had sold con- 
sumers so hard on the theme "twice as 
much for a nickel" that Pepsi cus- 



tomers eventually built up an image of 
Pepsi as a cheap substitute for Coca- 
Cola. And, so much earlj emphasis 
had been put on 12 ounces of Pepsi 
for a nickel that raising the price or 
cutting the size of the bottle to meet 
rising co-ts was made diiHcult. These 
two psychological barriers that faced 
the company in 1950 had been uncov- 
ered by spending $100,000 for research 
by Dun & Bradstreet, Alfred Politz, 
and others. Researchers found the old 
economy theme persisted in consumer 
memory even though Pepsi had 
dropped the theme in its advertising. 

2. Caught between rising costs and 
consumer resistance to higher prices, 
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Radio and TV are used 'round the globe by Pepsi to build 
export sales. Left, Africans hear Pepsi air iingles from 
Casablanca station; right, Pepsi's TV show in Mexico City 



II! IMIIill n: '"" 




Pepsi-Cola sales were slumping after 1!H7 uttlil big policy switch teas made in tOSO 



YEAR 


j SALES 


NET INCOME 


YEAR 


1 


NET INCOME 


1.937 


^'9,930,000 


$2,100,000 


1945 


$43,140,000 


$5,100,000 


1938 


$13,232,000 


$3,170,000 


1946 


$45,078,000 


$6,200,000 


1939* 


$18,390,000 


$4,870,000 


1947 


$56,453,000 


$6,700,000 


1940 


$24,420,000 


$5,800,000 


1948 


$46,627,000 


$3,100,000 


1941 


§37,527,000 


$9,600,000 


1949 


$45,631,000 


$2,100,000 


1942 


$38,590,000 


$6,300,000 


1950 


$40,173,000 


$1,600,000 


1943 


$48,280,000 


$6,400,000 


1951 


848,700,000 


$2,600,000 


1944 


$46,877,000 


$5,900,000 


1952 


$52,000,000^ 


no accurate estimate possible 




Big use of radio began 1 






^SPONSOR estimate 





concentrate to bottlers were slipping. 

But this year the company's gross 
is well on its way bark up to the all- 
time 1947 peak, sponsor estimates the 
1952 sales at S52.000,( )()(), some four 
and a half millions short of the '47 
record. If current progress continues, 
Pepsi should catch up to this mark in 
1953. 

How did Pepsi bounce back? The 
answer is largely found in the efforts 
of two salesmen: Pepsi President Al 
Steele whose management team resold 



These three shape Pepsi atl plans 



Pepsi President Alfred N. 
Steele (left), ex-Coca-Cola, 
sparked new campaign to win 
back confidence of public and 
bottlers after three-year slump 




Agency boss Milton Blow, who 
took account away from New- 
ell-Emmett in 1947, advises on 
ad strategy, helped design cur- 
rent Pepsi-Cola air approach 




Advertising Director Stirling 
R. Wheeler, former Y&R exec- 
utive, has been in charge of 
radio, TV and other media 
promotions for Pepsi since 1950 



Pepsi to the bottlers and Faye Emer- 
son, key figure in reselling it to the 
public through a new TV approach. 

Steele became president in 1950, 
succeeding Walter Mack who moved 
up to chairman of the board and left 
the company soon after. At that time, 
the company was spending $4,500,000 
for advertising and promotion which 
in<'luded: skywriting Pepsi's name sev- 
eral times a year o\'er cities in the U.S., 
Canada. Cuba, and Mexico; annual art 
contests, essay contests, scholarships, 
)outli clubs. Many of these plans were 
eilectixe from a publicity standpoint. 
r)Ut they were a little too rich for Pep- 
si's blood. 

Pepsi's national air advertising had 
practically no continuity. Pepsi had 
jumped in and out of a wide variety 
of network radio shows and TV tests, 
ranging from thrice-weekly newscasts 
on CBS in 1940 to a twice-weekly ver- 
sion of Counterspy heard on ABC in 
1949 and 1950. The jingle, too, was 
revised and rerevised, tested in radio 
and TV between 1947 and 1950. 

But before Steele went to Avork on 
advertising strategy he concentrated on 
bottler relations. An ex-Coca-Cola ex- 
ecutive, he knew that rebuilding bottler 
confidence was essential. 

Steele and his new management team 
promptly pitched in to solve two prob- 
lems which had long plagued Pepsi 
bottlers. One of these was the Pepsi 
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bottle itself, which still appeared in 
many areas in a variety of beer-bottle 
colors with pasted-on labels. The oth- 
er problem was to aid bottlers in estab- 
lishing a beachhead in the profitable 
vending machine and concessionnaire 
trade in soft drinks. 

Both of these problems had been 
tackled by Pepsi's earlier top manage- 
ment, under Walter Mack, as far back 
as 1947. Mack had redesigned the 
Pepsi bottle, using white glass and an 
applied color label which wouldn't 
soak off in store coolers or bottling 
plants; Mack had also introduced a 
smaller, eight-ounce Pepsi bottle, de- 
signed for use in vending machines, 
ball parks, and the like. 

Despite Mack's pioneer efforts, per- 
suading bottlers to invest in the new 
bottles and urging them to invade the 
machine and concession trade had 
been largely defaulted by the parent 
firm. Not so after Steele & Co. arrived 
on the scene. He treated the earlier de- 
velopments as though they were brand- 
new, and pushed them vigorously. 

Tirelessly, Steele preached the value 
of a better-looking bottle and ttie 
profits to be made through added vend- 
ing machine sales. "You get peojde to 
buy cartons for home use by making 
it easy for them to try Pepsi outside 
the home," he told Pepsi bottlers. 

In ever-growing numbers, the l)ot- 
(I'lease liirn to pa^e 60) 

SPONSOR 




1939, the jingle 

Jingle writers Kent & Johnson satirized "class" beverage advertising 
in famous gag shot. Product dignity v/as of little concern to Pepsi; 
the "twice as much for a nickel" tune helped double sales I939-'4I 



1940's, in-and-outer on net radio 

Pepsi nover found a success in networlc radio in the 1940'sto match the 
ecrly, phenomenal success of the jingle; sales pace began to sag after 
1947, despita use of variety of shows, including "Counterspy" (above) 




I' 




1950, la Emerson Fall 1952, more spot radio; new TV ''Betty Furness'' 



Turning point in Pepsi air progress came 
with sponsorship of Faye Emerson series 
on TV. She added new touch of class to 
product, helped live down early "bar- 
gain" aspect of original Pepsi jingles 



Present strategy of Pepsi colls for heavy spot radio cam- 
paigns with local bottlers, plus new TV film show. At left, 
WHK's Bill Gordon is typical of local radio shows bought 
by Pepsi bottlers, who also use revamped radio jingie 
widely. Comely Ruth Woods (right) will be Betty Furnes:- 



tvpe sales personality for Pepsi "Short- 
Short Drama" film series on NBC TV, due 
to start later this month. Ruth will carry 
on tradition started by Faye Emerson In 
giving sophistication to the cola drink 
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Is the programing subsidy era over 

Sponsors enter 1952-53 season paying' full bill on live packages; unhappy 




Xetuurk television starts 
the 1952-53 season with 
the most expensive align- 
ment of sponsored programs to date. 
For the first time in the history of the 
medium the networks — especially CBS 
and IS'BC — are charging the full freight 
for their packaged programs, and no 
small imndier of sponsois are accept- 
ing the situation with grumbling resig- 
nation. 

The idea of the networks insisting 
that the advertiser tote the entire bill 
for a network-produced program is a 
far throw from the condition that pre- 
vailed only a year ago. The networks 
were even then absorbing a substantial 



percentage of house packages. This fall 
these same packages will bring not 
only out-of-pocket costs but, in many 
cases, a profit to the networks. As one 
philosophic sponsor put it : "It seems 
only yesterday that they (the net- 
works) were wheedling us with all 
sorts of program concessions and sud- 
denly we find them eating high off the 
hog programwise as well as from the 
sale of time. In my 26 years of adver- 
tising contact I've never seen the scales 
of a medium tip so fast." 

In a survey of the TV programing 
situation for the fall among sponsors, 
ad agencies, and network executives 
SPONSOR gathered the following perti- 



nent information, opinions, and im- 
pressions: 

1. The average cost of sponsored 
network programs is at least 20% over 
what it had been last season. If TV 
film shov\'s were included to arrive at a 
median the average cost of the spon- 
sored ranks would be well over 30% 
above last year's. (Realistically, such 
inclusion would lend an erroneous 
weight, since the price formula for a 
film series makes it possible for the 
sponsor to reduce his average cost over 
the season through repeats of his 
show.) 

2. Sponsors who have escalator and 
union increase clauses in their program 





Oiiie & Harriet" brtng $35,000 for radio, TV 



CBS will make exceptio.T to "full freight" policy for advertiser who tackles Milton Berle 



n net W 



bout cost increases 



package contracts are finding the tilts 
much more than they had anticipated. 
The networks admit that this is so and 
here's their explanation: They them- 
selves benefit comparatively little from 
ihe increases. And the same applies to 
Ijame talent. Most of this extra money 
is going to the members of craft 
unions, because of increased scales and 
changed working conditions. 

3. On the basis of the lineup of 
sponsored network TV shows for the 
fall as contained in the charts on pages 
30-31, SPONSOR estimates that the week- 
ly expenditure, for talent and produc- 
tion only, for all four networks comes 
to $2,360,000. Broken down by net- 
work this estimate figures as follows: 
CBS, $1,100,000; NBC, $990,000; ABC. 
$212,000 and DuMont, $58,000. When 
this weekly estimate is projected on an 
annual basis, with due allowance made 
for hiatuses, the program bill on the 
four networks for sponsors comes to 
$98,100,000. The projection for in- 
dividual networks shows the following; 
annual total program cost: CBS, $44,- 
800,000; NBC, $41,300,000; ABC. $9,- 
400,000 and DuMont, $2,600,000. 

4. Sponsors who are entering net- 
work TV for the first time seem to 
prefer shows in the upper price brack- 
ets. Cases in point are the Leming Co., 
a co-underwriter of the $65,000 Jackie 
Gleason Show, and the Singer Sewing 
Machine, which elected to make its de- 
but with the name-studded Four Star 
Playhouse. There's also Hot Point with 
its alternate support of the $35,000 
Ozzie & Harriet Show. (The first two 
programs are on CBS and the last, on 
ABC.) 

5. Among the network packages 
that have taken an appreciable hike as 
far as the sponsor is concerned is The 
Colgate Comedy Hour. Not so long ago 
Colgate's bill for this package came to 
$40,000. The price for the coming 
year is $55,000. Colgate regards the 
1952-53 season with this show as the 
crucial one. On a cost-per-1,000 basis, 

{Please turn to page 81) 
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Types of sponsoretl neiworh TV shows 



BASE: Programs scheduled for fall 1952 as re 


ported by ne 


iworks (as 


of 2 September 1952) 


Type dI program 


CBS 


' NBC 


ABC 


DuMont 


Total 


Children's Shows 


3 


4 


4 


3 


14 


Comedy Variety 


2 


7 






9 


Comedy Situation 


5 


2 


4 




11 


Daytime Variety 


4 








4 


Straight Drama 


5 


16 


2 




23 


Mystery & Detection 


10 


4 


2 


2 


18 


Soap Operas 


3 


1 






4 


Western 


1 


1 






3 


Forum, Discussion 




3 




1 


4 


Interview 


2 


1 




2 


5 


Musical & Musical Variety 


5 


6 




1 


12 


News & Commentary 


2 


1 


2 


1 


6 


Religious 






2 




2 


Sports (action) 


1 


2 




1 


4 


Variety | 


1 




1 


1 


3 


Quiz, Audience Participation 


12 




2 ^ 


1 


20 


Total 1 


56 


! 53 


20 


13 


142 



Turn page for talent and production coxt charts 



SPONSORED NETWORK TV showsi 
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CBS TV networh sponsorctl shows 



PROGRAM 


COST 


TYPE 1 


TIME 1 


SPONSOR 


j AGENCY 


ORIGINATION 


Amos 'ii'' Andy 


$30,000 


Comedy Situation 


30 min. alt 'wk< 


Blatz Beer 


W. H. Welntraub 


Film 



An Linkletter 

Arthur Godfrey & Friends 
Artlitir Godfrey Time 

Godfrey^s Talent Scouts 



$4,000 

(per 'U hr.) 



$45,000 



Daytime Variety 



Musical Variety 



•(See note below Daytime Variety 



$20,000 



Musical Variety 



30 min. 5/wl( 



I hr. I /wl4 



45 min. 5/wk 



30 min. I, wk 



Green Giant Foods 
Lever Bros. 
Plllsbury Mills 
Kellogg Co. 

TonI Co. 
Pillsbury Mills 
Liggett & Myers 



Leo Burnett 
N. W. Ayer 
Leo Burnett 
Leo Burnett 

Foote, Cone &. Belding 
Leo Burnett 
Cunningham & Walsh 



Hlywd. 



Lever Bros. 

Owens-Corning FIberglas 
General Motors (Frigidaire) 
Pillsbury Mills 
French Sardine Co. 



Ruthrauff &. Ryan 
Fuller &. Smith &. Ross 
Foote. Cone &. Belding 
Leo Burnett 
Rhoades &. Davis 



LIpton's Foods 



Young &. Rublcam 



N. Y. 



N. Y. 



r 







Balance Your liudget 


$8,000 


Quiz, Aud. Partlc. 


30 


min. 


l/wk 


Sealy Mattress Co. 


Olian 


N. Y. 




Battle of the Ages 


$3,000 


Quiz, Aud. Partlc. 


30 


min. 


1 wk 


SiTutan Co. 


Frar.klln Bruck 


N. Y. 




Beat the Clock 


$9,000 


Quiz, Aud. Partlc. 


30 


nin. 


1 'wk 


Sy'.vania Elettric 


Cecil &. Presbrey 


N. Y. 




Biff Baker. U. S. A. 


$23,000 


Mystery Detection 


30 


min. 


1 wk 


Arrcrican Tobacco Co. 


BBDO 


Film 




Big Toicn 


$21, COO 


Mystery &. Detection 


30 


min. 


1 /wk 


Lever Bros. 


Ruthrauff &. Ryan 


Film 




Blue Ribbon Bouts 


$30,000 


Boxing 


appr. 1 


hr. l/wk 


Pabst Beer 


Warwick &. Legler 


Various 




Break the Bank 


$12,500 


Quiz, Aud. Partlc. 


30 


min. 


l/wk 


Bristol-Myers 


Doherty, Clifford &. Shcnfleld 


N. Y. 




Bride & Groom 


$15,000 


Aud. Partic. 


15 


min. 


5/wk 


General Mills 


D-F-S 
Knox. Reeves 


N. Y. 


i 


Burns & Allen 


$30,000 


Comedy Situation 


30 


min. 


l/wk 


Carnation Co. 
Goodrich Rubber 


Erwin, Wasey 
BBDO 


Film 


— s 


CBS News — Douglas Edwards 


$12,000 


News 


15 


min. 


5/wk 


Pall Mall Cigarettes 
OldsmobMe 


SSCB 

D.P. Brothers 


N. Y. 




Candy Cnrniral 


$12,000 


Children's Show 


30 


min. 


l/wk 


M &. M Candy 


William Esty 


Phila. 




City Hospital 


$6,500 


Mystery &. Detection 


30 


min. 


l/wk 


Carter Products 


SSCB 


N. Y. 





Crime Syndicated 


$14,000 


Mystery & Detection 


30 


min. 


alt/wks 


Schick. Inc. 


Kudner 


N. Y 


Danger 


$10,000 


Mystery &. Detection 


30 


min. 


l/wk 


Block Drug 


Cecil &. Presbrey 


N. Y. 


Double or Nothing 


$8,000 


Juiz, Aud. Partic. 


30 


min. 


3/wk 


Campbell Soup 


Ward-Wheelock 


N. Y. 


Four Star Playhouse 


$20,000 


Drama 


30 


min. 


alt/wk! 


Singer Sewing Machine 


Young &. Rubicam 


Film 


Fred Jf'aring 


$22,500 


Musical Variety 


30 


min. 


l/wk 


General Electric 


BBDO 


N. Y. 


Garry Moore Show 


$2,350 

(per i/j hr.) 


Daytime Variety 


30 


min. 


3/wk 


Best Foods (RIt) 
General Electric 
Stokeley-Van Camp 


Benton &. Bowles 
Young &. Rubleam 
Calkins &. Holden 


N. Y. 


Gene An try 


$28,000 


Western drama 


30 


min. 


l/wk 


William Wrigley 


Ruthrauff &. Ryan 


Film 


Guiding Light 


$10,000 


Soap Opera 


15 


min. 


5/wk 


Procter &. Gamble 


Compton 


N. Y. , 


I Lore Lucy 


$27,500 


Comedy Situation 


30 


min. 


l/wk 


Philip Morris 


Blow 


Film 


It's Neus to Me 


$10,500 


Quiz. Aud. Partic. 


30 


min. 


l/wk 


Simmons Co. 


Tatham-Laird 


N. Y. 


/'r«> Got a Secret 


$7,000 


Aud. Partlc. 


30 


min. 


l/wk 


TonI Co. 
Carter Products 


Foote, Cone &. Belding 
SSCB 


N. Y. 


Jackie Gleasoii Show 


$65,000 


Comedy Variety 


1 hr. l/wk 


Schick, Inc. 
Leeming Co. 
American Chicle 


Kudner 
William Esty 
D-F-S 


N. Y. 

1 


Life With Luigi 


$25,500 


Comedy Situation 


30 


min. 


l/wk 


General Foods 


Benton &. Bowles 


Hlywd. 


lAnigines Chrotioscope 


$4,000 


1 nterview 


15 


min. 


3/wk 


Longlnes- WIttnauer 


A. Victor Bennett 


1 

N. Y. 


Lore of Life 


$6,000 


Soap Opera 


15 


min. 


5/wk 


American Home Products 


Blow 


N. Y. 


Lux Video Theatre 


$18,500 


Drama 


30 


min. 


l/wk 


Lever Bros. 


J. Walter Thompson 


N. Y. 



30 



SOURCE: Show costs are SPONSOR'S September 1952 estimated i 
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fith their talent and production costs 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiirii ' 

CBS TV nctworU sponsorctl shows 



PROGRAM 


COST 


TYPE j 


TIME 




SPONSOR 


AGENCY 


ORIGINATION 


Ma lit a 


$20,000 


Drama 


30 


mIn. 


l/wk 


General Foods 




Young &. Rublcam 


N. Y. 


Mail Against Crime 


$28,000 


Mystery &. Detection 


30 


mIn. 


l/wk 


R. J. Reynolds 




William Esty 


Film 


Mr. & Mrs. North 


$23,000 


Mystery &. Detection 


30 




l/wk 


Col gate 




Sherman & Marquette 


Film 


Music Hall (Patti Page) 


$15,000 


Musical Variety 


1 5 




2/wk 


Lever Bros. (Pepsodent 
R. J. Reynolds 


DIv.) 


McCann-Erickson 
William Esty 


N. Y. 
Hlywd. 


Our Miss Brooks 


$30,000 


Comedy Situation 


30 


min. 


l/wk 


General Foods 




Young &. Rublcam 


N. Y. 


Perry Coiuo 


$2S.O00 


Musical Variety 


1 5 


mIn. 


3/wk 


Liggett &. Myers 




Cunningham &. Walsh 


N. 1 . 


Quiz Kills 


$5,000 


Quiz 


30 


min. 


l/wk 


Cats Paw Rubber 




S. A. Levyne 


Chicago 


J 1,1(1, e;( O CI U C(tf 


& t ^ AAA 

$ 1 7,000 


Mystery &. Detection 


30 


min. 


1 /wk 


Philip Morris 




B low 


Film 


Schlitz Playhouse 


$23,500 


Drama 


30 


min. 


l/wk 


Schlitz Beer 




Lennen &. Mitchell 


Film 


Search for Tomorrow 


$6,500 


Soap Opera 


15 


min. 


5/wk 


Procter S. Gamble 




Blow 


N. Y. 


See It Now 


$16,000 


News 


30 


min. 


l/wk 


Aluminum Co. of America 


Fuller & Smith & Ross 


N. Y. 


jimiiii i^ii iriLx^u linett 


$3,500 


Children's Show 


30 


min. 


l/wk 


Brown Shoe 




Leo Burnett 


Film 


^itftrte ^ri/i# ^Mot Attoii \ 


$ 1 .500 


1 nteryiew 


15 


min. 


l/wk 


General Cigar 




Young & Rubicam 


N. Y. 




$8,000 


Quiz, Aud. Partic. 


30 


mIn. 


3/wk 


Colgate * 




w II 1 lam tsiy 


N . Y. 


Strike It Rich (nighttime) 


$8,500 


Quiz, Aud. Partic. 


30 


min. 


l/wk 


Colgate 




Sherman & Marquette 


N. Y. 


Studio One 


$22,000 


Drama 


1 


hr. l/wk 


Westlnghouse 




McCann-Erickson 


N. Y. 


Sunday News Special 


$1,250 


News 


15 


min. 


l/wk 


Norwich Pharmacal 




Benton & Bowles 


N. Y. 


juspense 


$13,500 


Mystery &. Detection 


30 


mIn. 


l/wk 


Electric Auto-lite 




Ruthrauff & Ryan 


N. Y. 


The Big Top 


$14,000 


Children's Show 


1 


hr. l/wk 


National Dairy Products 




N. W. Ayer 


Phila. 


The Web 


$11,000 


Mystery & Detection 


30 


min. 


l/wk 


P. Lorillard 




Lennen & Mitchell 


N. Y. 


This Is Show Business 


$12,000 


Comedy Variety 


30 


min. 


l/wk 


American Tobacco 




BBDO 


N. Y. 


Toast of the Town 


$30,000 


Variety 


1 


hr. l/wk 


Lincoln-Mercury Dealers 




Kenyon & Eckhardt 


N. Y. 


What's My Line? 


$8,500 


Quiz, Aud. Partic. 


30 


min. 


l/wk 


Jules Montenier 




Earl Ludgin 


N. Y. 




*SoId on simulcast l>asi';— tiiiu' plus talriit ; SI 
and two and a half radio Vi hrs. per Week, 


,400.000 annually for two TV 




hrs. 






]\BC TV network sponsored shows 



PROGRAM 


COST 


1 TYPE j 


TIME j 


SPONSOR j 


AGENCY 


1 ORIGINATION 


Aid rich Family 


$20,000 


Comedy Situation 


30 


min. l/wk 


Campbell Soup 


Ward-Wheelock 


N. Y. 


All Star Revue 


$29,000 


Comedy Variety 


1 


hr. l/wk 


Pet Milk 
Kellogg Co. 
California Packing 


Gardner 

Leo Burnett 

McCann-Erickson 


N. Y. & Hlywd. 


American Forum of the Air 


$3,000 


Forum, Discussion 


30 


min. l/wk 


Bohn Aluminum 


Zi'mmer- Keller 


Washington, D.C. 


Armstrang\ Circle Theatre 


$14,000 


Drama 


30 


min. l/wk 


Armstrong Cork 


BBDO 


N. Y. 


Ask Me Another 


$6,000 


Aud. Partic. 


30 


min. l/wk 


Ethyl Corp. 


BBDO 


Chicago 


Big Payoff, The 


$10,000 


Quiz, Aud. Partic. 


30 


min. 5/wk 


Colgate 


Sherman & Marquette 


N. Y. 


Big Story. The 


$16,000 


Mystery & Detection 


30 


min. l/wk 


American Cigarette &. Cigar 


SSCB 


N. Y. 


Camel Neics Caravan 


$16,500 


News 


15 


min. 5/wk 


R. J. Reynolds Tobacco 


Wm. Esty 


N. Y. 


Cavalcade of America 


$35,000 


Drama 


30 


min. alt/wk! 


Du Pont 


BBDO 


Film 


undup of fall 1952 programs i 


s from the 


networks designated 






(Please turn to 


pnjie 79) 
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More riiirf iiiore, the I'. S. is bvtufi viewed us a 
series of market taryets ruilu^' thiiu us « natiouul whole 



Fall trends in spot buviiio 

ilIai*kc(-by-inarkot liiiyin|[>' of radio anil TV Is at now peak, <>«(ufly sliows 




"The onl) w a) ) ou t an de- 
hcribe tlie spot siluatioii tliis 
fall."' Fred Rrokaw, execu- 



tive v.p. of tlie Paul A. [{aynier Co., 
station reps, told sponsor, "is to sas' 
that there s a Grade-A iiooiu going on. 
Any way ) ou hiok at it — tiic luiinlier 
of a< <ouiils. the size and scope of the 
s|)ot radio and TV eanipaigns. tiie 
nuiidier of l)rand-ne\\ sjjut advertisers, 
the aniouiit of 'regulars' who are re- 
turning — it's treniendoiis." 

Indeed, the figures on fall huving of 
spot radio and s|)ot telev ision tell their 
o\\n stor\. During the final (piarter of 
1952. the tiital dollar volume of spot 
radio will he, at latest indu'^tr) wide es- 
timates, ahout SIS.OOO.OOO - about 



\0'/f more than what network radio 
levenue is likely to he. In spot TV. 
dollar volume is expected to be around 
fe2(),000,()(X)— or about 60'; of the 
outlook for network video billings. 

F'ew would have predicted such a 
boom in spot. Earlier this summer, a 
whole variety of problems — from steel 
shortages and UdM)r disputes to sum- 
mer slumps ill man} retail lines — had 
slowed spot buying to a crawl. Rej)s 
and stations alike felt thai the fall 
season would be "good -but not ter- 
rific" for spot. 

B) the middle of last month, the pic- 
ture was changing rajjidly. An influx 
of new iMisiness. |)arti<'iilarly from the 
food and drug advertisers, shot the 



le\el of spot business to a point that 
was slightly over the comparable 1951 
period. A week later, it was soaring 
even higher. As SPON'SOR went to press, 
the competition among clients for the 
< hoicest availaJiilities — minute an- 
nouncements in early-morning and day- 
time spot radio: evening chainbreaks 
between high-rated TV shows in spot 
video — was as brisk as the August fur 
sales. 

This sudden boom in spot, with lit- 
tle or no advance warning, has left 
man) station reps feeling as though 
they'd been run over by a cavalry 
charge. Few of them have had time to 
intjuire as to the reasons; fewer still 
have had a chance to analyze the rea- 
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1. Amm-i-dent 



sons for the upswing in spot broad- 
casting business. 

Advertisers^ whose outpoured dollars 
are financing the spot spurt, are equal- 
ly at a loss to explain in broad terms 
the motives that have led to the hot- 
test trend toward spot broadcasting in 
advertising history. Individual spon- 
sors are usually willing to discuss their 
own reasons (see capsule summaries of 
several outstanding spot campaigns at 
right on these pages), but their an- 
swers often don't add up to a com- 
mon motive. 

Still unanswered in the mind of the 
average adman are several important 
questions concerning spot broadcasting 
in the fall of 19.52. For instance: 
Where is all the spot money coming 
from — other media? Does the upswing 
in spot reflect a major change in the 
thinking of leading advertisers and the 
top advertising agencies? Does it spell 
the decline and fall of network broad- 
casting? How do the recent trends af- 
fect long-range radio-TV plans? How 
do these new spot campaigns interlock 
with, and supplement, other advertising 
done by these clients? Are there any 
unusual types of spot activity, or new 
techniques being used? What about 
the effects of TV on spot radio values, 
and the costs-vs. -audience factors in 
spot TV? 

To chart the changing trends in spot 
broadcasting, and to attempt to find 
answers to such questions, sponsor 
made a series of interviews in New 
York City, talking to several leading 
agency timebuyers, station reps, and 
media experts. From their answers, 
certain conclusions were drawn which 
SPONSOR feels is a reasonably accurate 
index to current client thinking about 
spot radio and TV. As nearly as possi- 
ble, they reveal the tremendous diver- 
sity of clients — from the huge "regu- 
lars"' like P&G and General Foods to 
the relative newcomers like Electrolux 
and Hillman autos — who will be using 
spot this fall, and help to explain pre- 
cisely why spot use by these clients is 
up to its current level. 

One connnon denominator to all of 
the major spot campaigns this fall was 
offered to SPONSOR by N. C. "Duke" 
Rorabaugh, a specialist in gathering 
and publishing the facts and figures of 
spot broadcasting. Here's bow he 
summed it up to SPONSOR: 

"A major change in agency and cli- 
ent thinking has taken place in the last 
five years. The reasons behind this 
{Please turn to page 86) 
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Block Drug approach, via Cecil & I'resbrey, is 
to back up its steady network Tl ("Danger" and 
"Blind Date") ivitli heavy spot radio drives in 
non-TV areas, plus booster campaigns via radio 
in video markets. All sj)ot activities are 
carefully matched to market sales expectancies 




The Name That 
Made Lanolin 
Famous'' 



AS ADVERTISED 
BY YOUR STATION 



3. Griffin 



Veteran user of spot radio in all major mar- 
kets. Griffin recently added a portion of 
NBC TV's ''Show of Shows" but is retaining 
almost all spot radio in non-TV areas and 
much of its best sjiol slots in video markets. 
In the tvorks: spot TV campaigns for new polish 



5. BAB-0 



Cleanser scored early success in daytime 
radio in 1930"s, later switched to TV. Now. 
BAB-O's emphasis is changing back to heavy 
radio drive on spot basis with minute announce- 
ments in over 50 markets on year-' round basis. 
Campaign is via Dancer-Fitzgerald-Sample 






2. Charles Antell 

Booming hair preparations firm is extensive 
user of spot radio (some 500 stations i and Tl 
(some 50 outlets), with air budget now hitting 
the $5,000,000 mark. Campaigns are geared to 
growing distribution; stations aid Antell in 
lining up over 9,000 merchandising displays 




4. GE video sets 

1/ff.ro/! agency surveys showed GE that cheapest 
way to reach TV set prospects was to use spot 
radio in daytime. Campaign starts 1.3 October 
in 64 video areas for six weeks to plug new 
GE fall line. Much of budget for radio drive 
came from other media such as newspapers 




6. Vicks cough drops 

IVith primarily seasonal products, Vick Chemical 
is heavy user of annual spot drives in radio 
and TV. Campaigns run October through March. 
Latest move: extensive use of eight-second Tl "I.D 
breaks in Northern video areas, via BBDO. 
Radio spot is placed through .Morse International 



ttnde toward air advertising 

How many of tlicsc wrong-way-to-clo-it riilcitj has your firm been followin^^? 



9 Hire a research man to 
explain your air strat- 
,^ egy to salesmen and/or 
9^^^^^ dealers. Get one who 
uses terms like "psychogalvano- 
metric reactions''^ — preferably 
through a loose upper plate. 

This is the ideal way to turn apathy 
toward air advertising into positive 
distaste. It is particularly effective 
vi'here the sales force or dealership 
knows little about radio-TV. To do a 
thorough job, travel your research 
savant to regional meetings. 

Caution: This approach may back- 
fire. Some research men have mastered 
llie art of translating media concepts 
into simple English. Don't hire one of 
those; you'd find the salesmen getting 
enthused about radio and TV. 

9 Push one product on the 
air at the same time as 
^ ^ ^ xour salesmen are con- 
centrating on another. 

As soon as retailers are stocked up 
and displays are set for a special brand 
drive, put commercials on the air for 
another of the firm's products. Or, 
if the company has only one product, 
you needn't miss the fun of trying this 
particular gambit. It's easy to get the 
same results in terms of exasperation 
and frustration for salesmen by simply 
telling them to use one theme in selling 
tlie item while you trumpet an entirely 
different theme on the air. 

9 Boast to dealers in non- 
TV areas about how 
you are using television 

to sell the product. 

This kind of merchandising in re- 
verse has most impact when you've 
just cancelled all your radio advertis- 
ing in the non-TV regions to concen- 
trate on a network television show. If 
you're planning a spot radio campaign 
in non-TV markets to give the dealers 
support, keep it a secret. Who do the 
dealers think they are anyway, trying 
to tell you what they need to sell in 
(heir own areas? 



0 Never invite salesmen 
and dealers to broad- 
^ casts of the company 
♦'^'^^f radio or TV programs. 

Keep the distribution of tickets on 
a very exclusive basis. When a big re- 
tailer and his family breezes into town 
and calls you from a hotel for broad- 
cast tickets, have your secretary reply 
in her best Vassar tones: "We're ter- 
ribly sorry, but you'll have to write us 
a letter, and there's a six-month wait." 

You can add to the fun by printing 
a merry account in the company house 
organ of how the president's wife 
brought a part of 40 from her garden 
club to the same broadcast. 

Let non-fraternization 
be the rule when it 
fc^^ W ^ conies to those ivho sell 
'your product on the air 
and the sales force in the field. 

For example, don't invite the leading 
lady of your program to attend sales 
meetings and take a b'ow. Why en- 
courage the salesmen to talk up the 
show among their customers? 

Use the hurry-up-and- 
wait system (originally 
^^^^.^ made popular by the 
^ United States Army) 

when it comes to backing up your 
show with display material. 

Blast away at dealers and salesmen 
asking them to provide display space. 
Then wait until long after the show is 
on before you distribute it. To add 
tliat final barb of infuriation, make 
sure all the display material sent out is 
so large it dominates the average win- 
dow or display case. Let 'em move 
their stock down to the basement if 
there's no room left for it after they 
erect your cardboard castles. 

0 Never mention individ- 
ual agents or regional 
^ dealers in your com- 
^'""^^t mercial copy on the air. 

Answer those who point out that this 
tactic builds consumer acceptance lo- 



cally and arouses enthusiasm among 
dealers by retorting: "Well, I'm sure 
the board of directors would like to 
hear their names on the air, too." 

9Don''t include awards 
for dealers wlien you 
^ run a contest on the 

air using entry blanks. 

Many leading advertisers offer prizes 
for dealers as well as the public in big 
slogan or jingle contests; this is as 
compensation for extra work they go 
through in handing out entry blanks, 
setting up displays. But your dealers 
don't need any crass incentives. Be- 
sides dealers probably enjoy helping 
their customers fill out blanks and 
compose jingles. 

tKeep any by-products 
of air advertising, like 
names of people who 

write in, to yourself. 

When you make any kind of offer 
on the air, always throw away the list 
of these who wrote in for it. Then tell 
each dealer how many letters you re- 
ceived from his area expressing inter- 
est in the product. When he asks for 
the names for his mailing list or for 
salesmen to call on, throw up your 
hands and mumble something about 
the great difficulty of breaking the mail 
down regionally. 

Adopt a supercilious at- 
titude toward local-lev- 
,JBf^ el use of radio-TV by 
dealers or distributors. 

Take the attitude that the air media 
produce wonderful results and that any 
smart advertiser can use them. But 
when dealers ask for cooperative funds 
to go on the air themselves or for your 
advice, write to suggest they don't have 
enough experience and besides you're 
too busy this year to set up a program. 
This is sure to sour them on any fu- 
ture broadcast advertising you may do 
or may suggest they do. In fact, they 
might even start recommending the 
shows of your biggest competitor. 
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VndniJintrf^l nyid Underwood 



What f on shonlil know abont 
alternate week sponsorship 

Advertisers may reach more homes per dollar and get better dispersion 
of eomniercial message tliron$»ii the every other week approach 



Vlleiiiate week sponsorshi]) 
was introduced in TV about 
three years ago. Poday tlie 
device has become a deep-rooted part 
of tlie TV network landscape. As tbe 
cost of tele\ision expands it is ex- 
pected that tlie alternate week idea will 
Pnd proportionately wider acceptance 
among network sponsors. 

Tlic networks resorted to tbe alter- 
nate week pattern as a means of get- 
ting more advertisers into T\'. W bat 
started out with sponsors as an eco- 
nomic inducement seems with time to 
have made a virtue out of necessity. 
Some advertisers and agencynien have 
even voiced tbe opinion tbat alternate 
week spoil- orship has some positi\e ad- 
vantages over tbe every week arrange- 
ment. ^ 
si'ONSOU liere jjiesents a fact and 



opinion roundup on the experiences 
and results obtained by advertisers 
wlio have used the alternate week de- 
\ ice. 

One of tbe most inijjortant facts un- 
derlined by experience and research is 
that an advertisers can often reach 
more homes per dollar with every other 
week shows than with every week pro- 
grams. Advertisers are also learning 
that under certain conditions two alter- 
nate week shows give them better dis- 
persion of their advertising message 
and more flexibility than a single ever) 
week program. Or. similarly, an ad- 
vertiser with two complete shows can 
split tbe sponsorship and throw the 
cash released by such strategy into an- 
other kind of ai'r advertising attack. 

These and other facts are laying to 
rest a belief, nurtured i)\ radio experi- 



ence, that a network broadcasting spon- 
sor must be on the air e\ery week or 
else he's just wasting his money. There 
is a growing feeding that, with the 
TV message carrying more impact than 
a radio commercial, it doesn t neces- 
sarily have to be repeated as often. 
There is also a feeling that tbe weekly 
radio habit is not ingrained in TV 
viewers, that iiienihers of the TV audi- 
ence are dial twirlers, that they turn 
on a program they like no matter how 
iiifrequenti) it is telecast. 

Moreover, the idea tbat a sponsor 
must be identified clearly with a par- 
ticular program or personality to get 
the most out of them is definitely on 
the way out. Participations as well as 
alternate week programing have shown 
that an advertiser can sell goods with- 
out the monopol) of a show. As one 




LUCKY STRIKE, JOHNSON'S WAX SHARE ROBERT MONTGOMERY SHOW. EACH GETS ONE-MINUTE REMINDER PLUG ON OFF WEEK 
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fVhy adv4$rtis€*rs buy iili4*mni4* §V0*4»ks 

1, They con often reach more Jiornes per dol- 3i They no longer feel that they mnst reach 
Jar than with programs aired weekly tJie Jionie every week as they did in radio 

2, They can test new programs at little more 4i They get flexibility at a reasonable cost 
than half the cost of an every week show by using two different kinds of programs 
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acKerliser put it: "If Procter & Gamble 
can share Kate Smith, wlio are we to 
insist on having a program all to our- 
selves?" All these factors have had the 
effect of putting more emphasis on the 
TV conunercial itself, of pushing TV 
toward the more flexible magazine con- 
cept of advertising. 

There is no implication here that al- 
ternate week advertising is the cure-all 
for the strained ad budget. It cer- 
tainly doesn't work for everyhod\ . But 
aTiy sponsor who wants to get the maxi- 
mum returns on his advertising dollars 
might do well to look into the why's 
and wherefore's of alternate week ad- 
vertising on television. 

He may have to do some original 
research be<;ause there is a paucity of 
factual data on this important facet of 
TV. It is the feeliiTg of some adinen 
that advertisers often buy half a show 
simply because (1 ) it is the only 
thing available, or (2 I half a show is 
all they can afford, or (3) since their 
competitor is already on TV, they must 
be represented, too. 

No one has found fault with these 
reasons per se, TV costs and clearances 
being what they are. But in these days 
of solid research, there is no reason to 
buy a pig in a poke. An advertiser and 
his agency should know what they've 
got in the way of a TV program and 
the story doesn't end with program 
ratings alone. 

The question todaj is: What have 
admen learned in the past about alter- 
nate week sponsorship and what are 
the problems, advantages and disad- 
vantages of this type of advertising 

To get some of the answers, sponsor 
went to A. C. Nielsen for an original 
study. It was decided, in order to get 
some valid comparisons, to analyze 
programs where sponsors were on both 
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e\er) week and every other week. Two 
programs suggested themselves: Ar- 
thur Godfrey & His Friends and the 
Kate Smilh Evening Hour. The former 
had Liggett & Myers on every week 
with the Toni Co. and Pillsbury Mills 
sharing the first half hour. The latter 
had the Reynolds Metals Company on 
every week with Anson and B. T. Bab- 
bitt sharing the second half hour. 

To make it even more interesting, 
lioth jirograms were on at the same 
time — 8:00 to 9:00 p.m. with Godfrey 
on CBS and Kate Smith on NBC. The 
time period chosen for analysis was 
May and June of this year. 

The aTialysis turned up these facts: 

During an average four-week period, 
Liggett & Myers, the every week spon- 
sor on the Godfrey show, reached 
13A'/(. of tbe homes in those markets 
where the show was broadcast. The 
cunuilative audience figures for the 
Toni and Pillsbury were 54.4C^ and 
37.3%, respectively, for an average 
two week period. In other words, tbe 
alternate week sponsors with 50% of 
the program time reached, oti the aver- 
age, more than 75% of the homes hit 
by the every week sponsor. 

The cumulative audience figures for 
the Kate Smith program were 29.3% 
for the every week sponsor (this re- 
fle<:ts the lower rating of the show) and 
24.7% and 21.6%, respectively, for 
Babbitt and Anson. In this case the 
alternate week sjjonsors averaged near- 
ly !)()% of the homes reached b) the 
every week sponsor. On a per dollar 
basis AnsoTi aiid Babbitt probabl) did 
not do as well as Toni and Pillsbury 
but they would have done much worse, 
assuming they were trying to reach as 
many different homes as possible, had 
they sponsored the Kate Smith show 
{Please turn to page 69) 
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Oil stiino pi'Ofirnni vtnniutro in ndtwrlisinff 
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Arthur Godfrey 
& His Friends 


Four-week 
cumulative 
aud ience 
(% of homes 
in PSA') 


Average no. ol 
broadcasts per 
viewing home 


Impacts per 
100 homes 
in PSA* 


Liggett & Myers 
(every week) 


73.4 


2.5 


783.5 


Toni Co. 
(alternate week) 


54.4 


7.4 


76.2 


Pillsbury Mills 
(alternate week) 


57.3 


7.4 


80.2 


Kate Smith 
Evening Hour 


Four-week 
cumulative 
audience 
Cfo of homos 
in PSA*) 


Average no. o! 
broadcasts per 
viewing home 


Impacts B"r 
100 homes 
In PSA* 


Reynolds Metals 
(every week) 


29.3 


7.8 


52.7 


B. T. Babbitt 
(alternate week) 


24.7 


7.2 


29.6 


Anson 

(alternate week) 


27.6 


7.3 


28.7 


'Program Station Areas 


SOURCE: A 


C Nielseti, 


May-)une, 1952 



Is this n'htj Schiek stt'iivhi'tl to sponsoring 
'-Crinto Sundieatvd'- on aUcrnato tfooks? 





One week 


Four weeks 


Two alternate 
weeks* 


Percent of 
homes reached 
in program 
station areas 


25.7 


52.2 


38.2 


Total homes 
reached 


3,707,000 


6,287,000 


4,600,000 


Average no. 
broadcasts per 
viewing home 


7.0 


2.0 


1.4 


Total home 

advertising 

impressions 


3,707,000 


72,574,000 


6,440,000 


■^Estimated 


SOURCE 


; A C Nielsen, 


jan.-Feb., 1952 




"KING KONG" 

RKO resurrected this ape fantasy from a 19-year-old grave, backed 
Its reissue witfi fieaviest TV campaign In motion picture filstory. Us- 
ing clips from tfie movie for 50-second announcements and station 
breaks, RKO expects to gross $3,000,000 on tfie rerun. Since pic got 
"off the nut" on $750,000 original run, current run means big profits 
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SINGING IN THE RAIN" 



MGM was stymied in TV promotions by anti-TV restrictions In Its 
own contracts with featured players. Unable to use scenes from the 
picture, or even the stars' faces or voices, company had to produce 
commercials from scratch, substituting an original jingle and singing 
quartet for actual sequences from the movie. Effectiveness was lost 



4 SPONSOR roifiuftfj) 

Movies on the air 

S<itiiraitif»ii eaiiipaigiis have sc«$i*ccl succcsisics 
ranging from RKO's $3,000,000 on old movie to 
20th Century's special "Phone Call" exploitation 




Selling a movie is like no 
other form of salesmanship. 



Vou can compare it roughly to operat- 
ing a soap company that brings out a 
new brand every month for short-term 
promotion. You have very little in the 
way of a label to go on. Just the con- 
tiimity of star names and your ingenu- 
ity in quickly developing product iden- 
tification among an American movie- 
going public wliicli now lias television 
entertainment available at home. But 
like the soap manufacturers, food com- 
panies, and others with more conven- 
tional marketing problems, the movies 
are learning to use radio and television 
to make sales. 

The way movie companies use the 
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air is a tribute to the industry's deter- 
mination to sell against the tide of tele- 
vision's upsurge. Hard sell without a 
penny wasted for "prestige'" or "insti- 
tutionaF' objectives characterize movie 
air advertising. 

Typically, movie campaigns use ra- 
dio and/or TV announcements in sat- 
uration quantity to make audiences 
conscious of the new movie's name, its 
stars, its basic story t) pe. Some show- 
manlike device for quickly hammering 
home recognition of the movie title is 
an in\ariable component of the com- 
mercials. That movie air advertising 
is paying off is demonstrated by the 
ease histories of major movie produc- 
ers whieh follow. 



RKO — Radio and TV were an im- 
portant factor when KKO recently re- 
issued "King Kong."' Back in the tight- 
money days of 1933, the antics of the 
oversized ape grossed $750,000 and 
the prints were retired with a satis- 
fied sigh. Now, 19 years later, with a 
Gargantuan hypo of air advertising, 
the rejuvenated ape is expected to draw 
another $3,000,000 at theatre box of- 
fices throughout the country. 

The results from this levival were 
not obtained by mere newspaper an- 
nouncements. KKO made shrewd use 
of the radio saturation technique, 
which it had so often found successful. 
Teaming up radio and TV, RKO did 
an advance campaign in each of 14 
markets that started a week before the 
picture's opening. 

Using mostly 50-second film ex- 
cerpts from "Kong," one TV outlet in 
each city was signed for from 150-175 
announcements to be used during the 
?even-day period. An equal amount of 
money was used for radio announce- 
ments with the more economical me- 
dium giving the advertiser almost four 
times as hea\'y a schedule for the same 
amount of money. 

In both media the horror element 
was pla}ed up. spectacular effects were 
emphasized, and the age of the film 
was played down by merely announc- 
ing that the picture was a big success 
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''PHONE CALL FROM A STRANGER" 

20th Century-Fox overcame lukewarm critical reviews of this 
movie by heavy emphasis on star names during intensive radio an- 
nouncement schedule. Transcriptions opened with ringing phone to 
attract attention of listeners, followed through by using actual voices 
of Bette Davis, Gary Merrill, Shelly Winters to plug picture 




"THE GREATEST SHOW ON EARTH" 

Paramount Pictures had $4,000,000 production outlay on this opus, 
protected it by investing over $100,000 in radio announcement cam- 
paign in 300 cities. Sound of calliope and circus background noises 
stimulated listeners' imagination, whetted their appetite for movie 



in theatres only "a few years ago." 

The campaign was an immediate suc- 
cess in every market used. In Detroit, 
for instance, the saturation technique 
on WXYZ and WXYZ-TV attracted 
$32,000 to the Pahiis State Theatre 
hox office (previous week's double fea- 
ture grossed $11,000). 

The most recent proof of video's ef- 
fectiveness came last month when RKO 
brought Joan Crawford's "Sudden 
Fear" into Loew's State in New York 
City. Saturating the area with 71 an- 
nouncements in 12 days via WCBS-TV, 
"Sudden Fear" pulled better than $60,- 
000 into the till the first week, more 
than $44,000 the second, with the pic- 
ture being continued indefinitely. Re- 
cent attractions at the same theatre 
grossed between $8,000 and $20,000 
per week. 

Columbia Pictures ran a TV test 
campaign to determine whether RKO's 
success with "King" might not be at- 
tributable to other factors. Isolating 
the Rochester-Syracuse, N. Y., markets, 
Columbia spent $1,000 for video in 
each city over a five-day period to 
promote Louis de Rochemont's produc- 
tion, "Walk East on Beacon." Twen- 
ty-second and one-minute trailers and 
station identification break announce- 
ments were bought on WHEN-TV and 
WSRY-TV in Syracuse, and WHAM- 
TV, Rochester. At the end of the 



week's showing of "Walk East" box 
office figures for tlie test area were 
compared with grosses registered in 
cities on previous dates with a similar 
product. The 25^t increase recorded 
during the test campaign could be defi- 
nitely traced to TV advertising. 

While these are TV's outstanding 
motion picture success stories to date, 
they are indicative of what can be done 
when the two basic precepts developed 
in radio promotion of movies are fol- 
lowed: (1) Have a gimmick; (2) sat- 
urate the area. 

Until now the use of TV by film 
makers has been limited by a number 



of factors, most handicapping of which 
ha^e been the high cost of the medium 
and the contracts which the studios 
have with their stars. In an effort to 
keep their top performers off TV, con- 
tiacts were so rigidly dra^vn that use 
of the star's image could not even be 
used for advertising or promotion on 
television screens. 

MGM, for example, found itself 
hamstrung when the time came to push 
the musical "Singing in the Rain." Un- 
able to show Gene Kelly, Debbie Rey- 
nolds or any of these other high-priced 
talent on the TV screen Metro's agen- 
[Please turn to page 73) 



Keystones of noUywootVs uir siruiefiff 

^ ^ Morie makers have learned that effectiveness of radio and TV for 
motion picture promotion can be achieved only through »>atiiralton 
campaigns. Spreading appropriations too thin is a waste of money 

2^ Attention of listeners and viewers can best be captured ria trick 
sound effects^ but must be appropriate to picture. Giinnitcks such 
as ringing phones, screaming apes, howling natives work very well 

^ Use of clips from movie and other theatre trailer techniques give 
' potential patrons flavor of picture, whet appetites for main 
dish — the morie itself. People won''t risk money on unknowns 

^ Timing^ of campaign often hinges on budget, but a week^s teaser 
campaigti, followed by heavy dose of one-tninute announcements 
three days prior and two days after opening has been very effective 
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Citizens' 



Mutual Auto Ins. Cb 
howell. mic 



es up 401)^ oil m,m mk 

'•Citizens* " wasn't well known till it turned to radio. Then sales went fr«» 





When Citizens' Mutual Auto- 
mobile Insurance Company 
^ of Howell. Mich., took to the 
air in 1947, the company's sales stood 
at slightly over three million dollars 
annually. This year Citizens sales 
are expected to hit 12 million dollars 
and the 400'"^ increase can he attrib- 
uted directly to Citizens' spot radio 



Ciiizeiis' ail hiidyet has 
Uoue Svom $22,63.9 in 
in47 to S65.000 for J»52 



YEAR 



SALES 



ADVERTISING 



1947 $:t.4i:t,73(i $22.G3» 

1948 .T,;i«2,;t«7 33,117 

1949 ii,Ui:tMir» ;{«,.i«2 

1950 7,.'>«.T. !«.* :;4.m« 

1951 f>.7.T0,««l .";«.».»« 

1952 I2,0«0,««rt* (t.-t.QOO 

NOTE: Cilizeiis' Mutual stalled in busi- 
ness in 1915. In 32 years, they reached 
a i>eak ])remuiui income in "47 of 
$3. tB.V.ifi. Advertising figures all repre- 
sent the company's expenditures and do 
not include the co-op money from agents. 

A company estimate 



campaign — -though their total radio ex- 
penditure this year will be only about 
$36,000. 

In its 32 years of doing business 
statewide in Michigan. Citizens' had 
used no broadcast media. But in 1947, 
Sales V.P. Joseph V. Brady threw the 
entire ad budget — then approximateh 
$.5,000 — into a spot radio campaign. 
With the introduction of Citizens' one- 
n'linute recorded announcements, sales 
began to climb steadily. 

Citizens' has financed its extensive 
air advertising on a small budget by 
getting its agents to share costs with 
the company. Here's how it works: 

Citizens' agents are all indei^endents, 
representing competitive insurance 
companies as well as Citizens' Mutual. 
When an agent tells the home office he 
v, Duld like radio in his market, Ad 
Manager Lou Stipe determines how 
much money is allotted to the agent 
cut of the cooperative fund; this is 
based on the agent's gross premium 
income. The agent matches this sum, 
and the conipain 's advertising agency 
buys the announcements on a local sta- 
tion, at tlie cheaper local cost. 

This cooperative plan ])ro\ ides a 
double incentive for the agent. Alone. 



he couldn't afford air advertising. By 
participating in Citizens' program, he 
gets the closing 15 seconds of the com- 
mercial for an identification tag, men- 
tioning his name and the address of his 
agency. Also, the greater his premium 
income, the larger his share in the 
company's advertising fund. 

A survey conducted by an organiza- 
tion called Commercial Services has 
proved that spot radio increased Citi- 
zens" recognition in its home state, 
thereby making the agents' job in a 
market with heavy air advertising far 
easier. Fi\e hundred people in one 
market where the conipan) bad a sus- 
tained radio campaign were asked to 
name automobile insurance companies. 
Citizens' ranked third in recognition. 
When the same question was asked of 
the same number of people in a com- 
paral)le metropolitan market where no 
spot radio had been used. Citizens' 
ranked eighth in recognition. 

Says Joe Brady, Citizens' executive 
vice president: "Radio advertising has 
\irtuaHy put us on the map. Not only 
have our sales climbed, but our agents 
and home office personnel are constant- 
ly referred to wherever they go as 
'Citizens' Men.' This slogan started on 



CITIZENS' AGENTS OWN THEIR LOCAL AGENCIES, BUT SHARE RADIO ADVERTISING COSTS IN THE COMPANY'S CO OP PROGRAM 





i3 millions to 812 In five years 



radio and is now used in all of our 
advertising." 

Clark & Richard, Inc. of Detroit is 
the agent for Citizens' Mutual, han- 
dling the account on a service fee 
basis. Ed Tralian, the account execu- 
tive, brought the account with him to 
the agency in 1949. 

As Ed Trahan tells it. "Radio adver- 
tising has not onl\' made the (Citizens 
man a byword in thousands of Michi- 
gan homes, but it has also brought 
Citizens' Mutual closer to their agents. 

"All agents are indcj)endents. In 
ether words, the) own their own agen- 
cies and may represent several auto- 
mobile, fire, and general casualty com- 
panies. In many instances, it's up to 
them with which compan) the) |;lace a 
new j)olic) . and because the\ like Citi- 
zens' cooperative advertising ])rogram, 
they show their appreciation b) send- 
ing more policies Citizens' wa) ." 

Because spot rates are too high in 
larger metropolitan markets for one 
agent to shoulder half the cost, the 
company forms pools of perhaps 12 
agents, each of whom pays a nominal 
sum per week. The names of the con- 
tributing agencies are then rotated on 
the air. In Detroit, for example, the 
agents' pool pays only 25'? of the ra- 
rio advertising, with the company pay- 
ing 757r. 

The problem which Citizens' Mutual 
faced in 1947 when Ed Trahan turned 
to radio was that it did not rank high 
in recognition in Michigan. Coupled 
with this the advertising budget was 
very limited. 

Trahan's reason for considering ra- 
dio the answer to these problems was 
twofold: 

1. Radio would give the company 
mass coverage at a low cost per lis- 
tener. 

2. Insurance agents would be able 
to pay part of the advertising because 
rates on the local stations were rea- 
sonable. 

The agents, who realize that it is 
{Please turn to page 8K) 
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Typical one-minute announcement consists of 20-second singing, or 
25-second hard sell playlet (below), Followed by local agent's fag 



Here urv two suinples of Citizc'tts' eommvrciuls: 

SINGING: Citizens', Citizens', they're lor me. 
I like their All-Featnre Policy. 
That policy does really rate high, 
And the Citizens' Man- -now there's a guy! 
(ret to know him, you'll like him fine. 
Jnst give him a ring, any old time — 
Citizens'! 

ANNCR: That's the word that means tops in automobile insurance protection. 
'^Citizens' All-Featnre Automobile Insurance Policy is designed to 
protect policyholders jrom every angle. For example, ij two 
Citizens' policyholders, both driving private passenger cars, and 
carrying liability and deductible collision, have an accident. 
Citizens' pays jor repairs to both cars jrom the first penny np. 
The Citizens' policyholder doesn't pay one cent. Call yoiir 
Citizens' Man about the All-Featnre Automobile Insurance Policy. 

(FOLLOW WITH LOCAL AGENT IDENTIFICATION TAG) 



ANNCR 1: How much is the damage. Joe? 

ANNCR 2: Pad enough, Mr. Callen. Yonr car got a pretty good bump. 

It'll run at least a hundred dollars . . . and if I rememeber right, 

yon have a hundred dollar deductible policy, so I guess that 

means you'll be paying alt oj it. 
ANNCR 1: A'ot this time. Joe. I come under Citizens' Extended Collision 

Coverage. This A one repair job that's nut costing nie one cent. 
ANNCR 2: Impossible — 

ANNCR 3: Oh. no, Joe . . . not impossible, when a person is insured with 
the Citizens' Mutual Automobile In.mrance Company. 
Under Citizens' Extended Collision Coverage, if two private 
passenger cars collide, both insured with Citizens' jor liability 
and collision, they can both jorget about deductibles. Citizens' 
pays the entire repair bill on both cars. Being a ntember oj 
the Citizen.s' jainily is worthwhile. Ask your Citizens' Man 
jor the jaets on Citizens' All-Featnre Automobile Insurance Policy. 

(FOLLOW WITH LOCAL AGENT IDENTIFICATION TAG) 
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This SPONSOR department features capsuled reports of 
broadcast advertising, significance culled from all seg-i 
ments of the Industry. Contributions are welcomed. 

mmtte Moid kUI premium pulls 30,000 retiut'sts, ttps sales 



local live shows and the outdoor studio 
will enable the station to add many 
new features. Breta Griem's What's 
New in the Kitchen will show cooking 
demonstrations on the barbecue grill. 
The vegetable garden in one section of 
the studio has made possible a garden- 
ing feature on the Time Out ivith 
Thomas show, which also includes 



Over 30,000 youngsters opened lem- 
onade stands this summer with the 
aid of a kit they obtained from the 
Minute Maid Corp. — and the com- 
]>any's frozen juice product. 

The premium was available for two 
frozen lemonade can lops and 25(*. It 
was offered on the Gabby Hayes Wed- 



lcoU> 





Premium's wide appeal got it free promotion 

nesday show (NBC TV, 5:15 to 5:30 
p.m.) for 10 weeks, from 11 June to 
13 August; also in point-of-sale ])ieces 
in leading food stores. 

On the strength of its novelty and 
a])peal, the kit received additional pro- 
motion on several major air shows: 
Margaret Arlen exhibited it on her 
WCBS-TV, N. Y., show; it was shown 
on WOR-TV's (N. Y.) Food for 
Thought program and discussed on 
Strike It Rich, over the CBS TV and 
NBC Radio networks, liacked by the 
efforts of Minute Maid sales and mer- 
chandising men, the premium was also 
plugged on local TV and ladio pro- 
grams in many areas, as well as in na- 
tional publications and news services 
like Life, Wall Street Journal, AP 
Newsfeatures, and United ]'ress. 

The lemonade stand kit was an 11- 
piecc package. It included an apron 
poster for the base of the stand (to go 



around two empty crates kids could 
easily obtain), price markers, counter 
signs, a combination apron and mega- 
phone, lapel discs, a salesman's cap, a 
budget book to record sales, profits. 

A list of five business tips to the 
\ oung tjToons covered everything from 
"public relations" to "sound fiscal pol- 
icy' to "aggressive salesmanship." 
Sample: "Have two sizes of drinks and Open-air studio benefits cooking, nature shows 




charge accordingly. When someone 
says, 'Lemonade' you say 'Large?' 
They call that sales psychology which 
is fancy talk for good common sense. 
You'll be surprised how many people 
answer you, 'Okay, large'." 

According to Minute Maid, lemon- 
ade sales have been "phenomenal" this 
)ear. How much of the upped business 
is due to the premium offer can not be 
ascertained; at any rate, the company 
plans to run the same promotion again 
next year. * * * 

WTNIJ-TV outdoor studio 
aids local programing 

Local live programing is coming in 
lor increasing care and attention bv 
many TV stations. WTMJ-TV, Mil- 
waukee, for instance, recently con- 
structed a year-'round outdoor televi- 
sion studio especially to enlarge the 
scope of its local live shows — and en- 
hance commercials as well. 

The outdoor studio, one of the first 
of its kind, has been in regular pro- 
gram use since 15 July. About half 
the size of a city block, it is located in 
a natural setting on a plot of wooded 
land next to Milwaukee's Radio City. 
Focal point is a shelter of modern de- 
sign; near this is an outdoor barbecue 
grill, lawn furniture, a small pool, and 
a flower garden (see photo). Ap- 
proaches are wide enough for automo- 
biles. A good-sized asphaU-covered dis- 
play area is used for televising aulos 
"live" for commercials and for other 
large demonstrations. 

WTMJ-TV devotes more than six 
hours of its 16-hour broadcast day to 



weather observation, animal highjinks, 
and outdoor nature interviews. Sports 
demonstrations on The Sports Picture 
and the children's program, Uncle 
Norm's Backyard, are naturals for the 
outdoor studio. 

KRiVT d.j. boosts show 
with ''Zany Hat Contest" 

Ladies' hats were the basis of a high- 
ly successful audience promotion run 
recently by d.j. Don Bell of KRNT, 
I)es Moines. 

"The Don Bell Zany Hat Contest," 
which encouraged listeners to create 
the maddest bonnets they could and 
send them in, caused four weeks of 
hilarious hoopla around town, gave a 
big boost to Bell's uninhibited morn- 
ing show — and its sponsors. 

To launch the contest, Bell gave it 
an appropriately zany buildup. He 
feigned a mental condition dating from 
the Easter Parade, and called in a 
"psychiatrist" (a KRNT actor) . After 
several on-the-air examining-couch ses- 
sions, "Dr. I. M. Looney" pronounced 
Bell a case suffering from a strange 




Bell, in runner-up hat, congratulates winners 
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mental malady. "Hatsafrania.'" The 
remedy the doctor prescribed was for 
Bell to surround himself with ladies' 
silly hats — within three weeks. Bell ap- 
pealed to his Hsteners for help and of- 
fered prizes of three vacations, phis 
SlOO in cash with each, for the most 
bizarre entries. 

The resjjonse was gratifying. Silly 
chapeaux started to pour in almost im- 
mediately. By the end of the contest 
they had filled a vacant candy store 
in downtown i)es Moines, where they 
were on exhibit. According to the sta- 
tion, this grew into one of the heaviest 
traffic spots in town, as thousands of 
spectators gathered to gaze at the hats. 

Creative ingenuity had a field day. 
Judges (a real psychiatrist, a newspa- 
per colunmist and a millinery expert) 
picked a little number covered with 
peanuts and squirrels as the winning 
entry (see photo, lady right). No. 2 
was a miniature wigwam with a wait- 
ing red convertible outside (photo, 
lady left) . No. 3 sported a Johnny Ray 
recording and a crying face that ac- 
tually dripped tears. -A- -A- 

Brieily . . . 

An electrically-operated, precision- 
built model of CBS TV's new multi- 
million dollar "Television City" on the 
West Coast was recently displayed to 
Detroit-area industry and business 
leaders at the Detroit Athletic Club. 
The model, 14 x 15 feet, IV2 " tall, was 
complete with landscaping, parking lot 




CBS "TV City" sfarts broadcasting I October 

and automobiles, including a replica 
of Jack Benny's famed decrepit Max- 
well. J. L. VanVolkenburg, CBS Tele- 
vision Network president, was host at 
the exliibit. Among the prominent 
guests were (photo, 1. to r.) James B. 
WagstafT, v.p., DeSoto Corp.; J. E. 
Bayne, general sales manager, Lincoln- 
Mercury Div. of Ford Motor Co.; 
Donald C. Miller, Detroit manager, 
(Please turn to page 78) 



"Don't Bring Me Fosies When 
It's Shoesies That I Need" 




THE SONG RENT THE IOWA AIR just 30 years ago— and tlie station which 
l)ecanie WMT disk-jockeyed its way into tiie primitive ether. Studio, trans- 
mitter and antenna were located in a private home. Rugs and furniture came 
from Smulekofl's, draperies from Kiliian's; botij are WMTs advertisers today. 




THE CONTRAPTION IN THE CORNER was "a mighty 20 watt transmitter 
with two switch panels, tiie power control panel containing four meters for 
the proper regulation of power and the second, the transmitter panel. (Gener- 
ators were remotely controlled." 




MODERN EQUIPMENT TODAY delivers WMT's signal on Iowa's best fre- 
quency for receptivity — 600 ke. .Modern programming- -exclusive regional 
farm news and tlata, AP, UP & liXS services, CBS network i)rogram» — delivers 
338,480 families weekly to advertisers with posies, shoesies, or etc., to sell. 



WMT 



CEDAR 
RAPIDS 



5000 WATTS 600 KC 

Represented nafionally by fhe Kofz Agency 
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HOME FURNISHINGS 



TRICK FACE MASK 



SPONSOR: (.iiUimore's AGENCY: Direct 

( APSUl.E CASE Hl'^TORV: This year during ils annaal 
Warehouse Sale ihis home furnishings firm augmented ils 
advertising n ilh a concentrated use oj nine seven-second 
announcements and six one-miniite participations in day- 
time shoivs. During the three-day TV campaign, sales 
went up 44' < in comparison with the first three days of a 
similar sale the previous year. Advertising expenditures 
were increased only oJ total sales, Tf^ cost: S6i0. 

\\KY-T\. Oklalionia City PROGRAM: Announcements 



SPONSOR: Piiilatlelphia Dairy Co. AGExNCY: Adrian Bauer 

CAPSL LE CASE HISTORY: Philadelphia Dairy men- 
tioned its magic mirror mask once or twice on each show- 
ing oj The Cisco Kid. a 7:00 to 7:30 p.m. Friday Western 
film. To get the mash, viewers had to secure a coupon 
from a dairy track driver or local dealer. Then they had 
to send the coupon plus 150 to a post office box number. 
The first two shows ($540 per show) pulled 2.895 re- 
quests. After eight programs, requests totaled 18,650. 



WGAU-TV, Phila.lelphia 



PROGRAM : The Ci-co Ki.l 




HELP WANTED 



SPONSOR: Koontz Creamery Products. AGENC\ : Leon Golnick 

CAPSl'LE CASE HISTORY: The Koontz Dairy urgently 
needed more route drivers. The company asked WBAL- 
Tl s Mollie Martin to work in a mention oj the job 
availabilities during her one-minute announcement for 
Koontz. Mollie managed a ]5-second mention. This, in 
turn, brought 152 phone calls and the dairy's employment 
office was suamped with applicants for the jobs. 



WBAL-T\'. Baltinioit 



PROGRAM : Announcement 



DRAPES -BEDSPREADS 



TV CHAIR 



SPONSOR: Ray's Department Store AGENCY : Direct 

CAPSllLE CASE HISTORY: Ray's conducted a special 
campaign to sell matching drapes and bedspreads. It in- 
cluded, for three nights, one-minnte participations on The 
rrailhaiids. an 1 1 :.55 p.m. to 12:30 a.m. program. On 
these participations, direct sales pitches and telephone or- 
ders pulled in well over ^600 worth of drapes-bedspread 
orders. Ray s adverti.sing cost: $50 per participation. 

\VIIIO-T\. Dayton PROGRAM: The Trailhiinds 



HAIR CURLERS 



'^PON.sOH: Weaver Prochicls VtiKNGY: Krwin, Wasey 

CM'Sl I.E (:\SE HISTOID : Weaver introduced its new 
product, Spoolie hair curlers, by means of Tl alone. A 
one-minute film announcement was utilized on \ our Fig- 
ure, Ladies, an 'i>:3() to 9:00 a.m., Monday through Fri- 
day, show. After two weeks with a daily $130 announce- 
ment. Weaver Products sold .$10,000 n orth of hair curlers 
\ total expendilnre .$1,300 ). 

\\<;N.T\, Chica".. PI{0(;i{\M: Vonr Ki"nre- L.idies 



SPONSOR: Bell Fiirnitnre Co. AGENCY: Herring & Spragne 

CAPSULE CASE III.STOKY: Bell has been a participant 
on the Del Courtney Show for over six months. Through- 
out the run it featured in its single weekly announcement 
a TV chair selling for $169.50. Bell reports that in six 
months of air advertising it has never failed to sell at 
least six chairs from each particijxition. That's a mini- 
mum return of $1,017 for every $65 invested. 



KPIX. San Francisco 



PROGRAM: Del Courtney Show 



COFFEE 



SPONSOR: Lanco; \G; Sterling Stores A(;ENCY: Direct 

CAPSULE CASE III.^TORY: These three food chain.'! 
bought two nighttime announcements weekly. Their own 
original jingle and film were used to promote Shurfine 
cofjee, a brand owned by three chains. At the end oj 26 
weeks and an expenditure oj $2,496, the three chains 
averaged an increase in cofjee sales oj 3\'<. In all, a 
Shurfine sales jump oj thousands oj dollars. 



WG \L-T\ . Lanca>ter 



PROGRAM: \nnouncenient-: 



Juvenile Panel- George Frick, WOEl-TV Sports Editor; 
Bruce Kelleher, 12, f. Roi Schilling, 12; Ronald 
Scott, 13, Jay Gorne, 13: Albert Cartwright, Jr., 
10; Lee Riley, Manager of the Wilmington Blue RocVs, 




1 - 




Every Tuesday evening at 7:15, a panel of five 
juvenile baseball experts takes over on 
WDEL-TV. The result— a lively, provocative 
quarter-hour show on which local baseball 
celebrities are interviewed and the fine points of 
baseball are discussed. 
Started as a feature of the station's regular 
sports program, "The Batboys" were an 
overnight sensation and quickly earned 
a show of their own. The five boys, whose ages 
range from 10 to 13 years, are given a 
specific topic for discussion each week and a 
guest appears for an interview. Comments 
and questions are highly original, highly 
entertaining and delivered with all the authority 
of true experts. 
"The Batboys" exemplifies the breadth and 
versatility of WDEL-TV's local programming 
plan — dedicated to serve, inform and en-tertain 
all age groups in its large viewing audience. 



WDEL-TV 

WILMINGTON, DELAWARE 

A Steinman Station 




J, 





m 



Represented by 

ROBERT MEEKER ASSOCIATES New York . Chicago . San Francisco . Los Angeles 
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ears WWl Has Been Selling Soap to More Southerners 
Than Any Oriier Advertising Hledium! 



Look what your advertising 
dollar buys on WWL: 



Coverage unsurpassed in 
the deep South— intensive 
:overage over 4 states. More 
coverage than any other medi- 
um South can offer — in an area 
rich with new industry, and 
?till unquestionably radio 
dominated. 



The lion's share of Southern 
listeners — built up over a pe- 
riod of 25 years through excel- 
lent programing, featuring na- 
tionally known CBS stars and 
outstanding personalities of the 
South. Verified by highest 
ratings. 



A liberal bonus of advertising 
extras — store displays, 24-sheet 
posters, streetcar and bus dash 
signs, newspaper ads, personal 
calls on jobbers and distributors. 
No other station South gives 
advertisers such all-out 
support. 





LET WWL, the South's Greatest Salesman, SELL THE SOUTH FOR YOU! 



NEW ORLEANS 

50,000 WATTS CBS RADIO AFFILIATE CLEAR CHANNEL 

A DEPARTMENT OF LOYOLA UNIVERSITY 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 






Cffii lice ffiifl film setiueuces he mixed utlvuutaye- 
oif.s'Ii/ ill TV eoiiiiiiercifils? 



David J. Hopkins 



Director of Sales and Advertising 
Emerson Radio & Phonograph Corp. 
New York 




Mr. Robeck 



The 

picked panel 
aii.swer.s 
3Ir. Hopkins 

1) e j5 e II (1 i II g, of 
course, on how 
well it is accom- 
plished from a 
technical ]5oinl of 
view. I would sav 
that, if jiroperly 
done, the mixing 
of live and filmed 
sequences in a 
commercial can 
he done to good 
advantage. Many programs have used 
this technique successfully. I have, for 
example, heen impressed with the man- 
ner in which it has been accoin|)lished 
on Toast oj the Tnivii. The advantages 
of such a technique could be heavy 
|)arlicirlarly for those sponsors who 
buy spot coverage. 

It would give them the opportunity, 
if tliey so de>ircd. lo hire a well-known 
local ])ersonality. a toji announcer, a 
top in.c, a top sjiorlscasler, or anyone 
with big local following, to add the lo- 
( al touch to their show while al the 
same lime availing themselves of the 
thinking of to|) minds in the advertis- 
ing business whose skill would be put 
to use in |)ro(lncing the filmed parts 
of the commercial. I bus. a show with 
national icpnialion and jjublicity. such 
as Front Pa^e Detective or AII-Aineri- 
can Ctime oj the Week, could be even 
more ririiiK idenlified with the adver- 
tiser locally, while at the same time I he 
o\ er-all national product message could 
be socked across on film. 'Plu' efTec- 
li\eness of such a tcclnii(|ue, of course, 



would de|iend upon how well it was 
handled both by the producers of the 
filmed portions of the commercial and 
by the technical crew at the local level. 
All things being equal, there is no 
reason why such a technique could not 
prove valuable to the s|5onsor. 

Peter j\I. Robeck 

General Manager 

Consolidated Television Sales 

New York 




Live and film can 
definitely be com- 
bined to good ad- 



Mr. Dubelman 



* - iP™,^m^ vantage. If the 
initial agency 
concept and the 
film production 
are carefully 
planned and co- 
ordinated with 
the technical fa- 
cilities of the sta- 
tion, the results are not only refresh- 
ing commercials for the viewer at 
home, but also effective sales messages 
for the sponsor. 

The live film blending will usually 
be in one of bmr categories: (1) ojien 
end, (2) inlerje<-tion, (3) voice-over, 
I i ) participation. 

In open-end combinations the audio 
or the video, or both, may be used live 
al either end of the commercial. In 
our reccnll) eomjilcted Servel s|)ols. 
the sound track was ended early enough 
to allow time for the local announcer's 
voice over the closing images. In open- 
end ly|5e combinations, the s|)onsor 
gets local identification for national 
products. 

The interjection type has two f)r 
more separated film segments. With 



|jro|ier planning and cueing, a live 
personality such as the m.c. or guest 
star is interjected between segments. 
Properly produced and carefully exe- 
cuted, this method adds weekly variety 
and "greater mileage" as well as the 
intimacy of using the "well known per- 
sonality"' live. 

In the voice-over type, all the audio 
is done live b) the m.c. or some per- 
sonality. This person is seen before 
and after the commercial. In our Co- 
lonial Airlines commercials on the 
Aivay You Go show, Freddie Robbins 
pitches about Colonial. The film comes 
on. continues during bis talk, and ends 
as Robbins continues. Here there is a 
dual advantage: the jjersonal note 
(Freddie Robbins), as well as scenes 
of lovely lierinuda and picturesque 
Canada. This method facilitates weekly 
variations throusjh narration changes. 

The one-minute participation com- 
mercial can also effectively combine 
live and film. The live personality 
leads into tire film commercial and 
comments alxnit the product after- 
wards. Our recently completed War- 
ing Blendor spots are utilized this way. 
1 his combination gives the S|50nsor ex- 
tra time value and makes the film com- 
mercial an integral part of the live 
]/rogram. 

In using anv of the live-film combi- 
nations, it is advisable to consult with 
the film producer during the planning 
stage. If utilized jnojierly. live and 
film combinations will result in that 
certain extra '"sales appeal by using 
the best qualities for selling inherent 
in both tecliiii(|ues. 

Dick Dubelman 

Production Staff 

Liix-Ihill Productions. Inc. 

Brooklyn, N. Y. 
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Yes, mention tlic 
integratit)n of live 
and film s e - 
quences in televi- 
sion conniiercials 
to the average 
TV director, and 
he will prohably 
favor )'ou with a 
"you've got rocks 

. . o i • L ill your head" 

Mr. Patrick ■' 

look, because he 
has had some bad exj)eriences in mak- 
ing live to film transitions. 

But live and film sequences, i)roj)- 
erly planned and prepared, can be 
integrated with great success, thus 
facilitating the presentation of com- 
mercials on items otherwise difiicult 
to demonstrate on live television. 

For example, fire laws prohibit the 
running of automobile motors in a 
studio. Other items are too large to be 
shown in a natural setting retn-eated in 
the studio. 

Take lawn mowers for examj)le. 

To demonstrate a lawn mower you 
must have grass — they won't cut the 
artificial grass mats employed in the 
construction of "exterior" scenes on 
stage. When presentation of a lawn 
mower commercial was scheduled on 
Sears. Roebuck's Dude Martin Show 
(KTTV, Los Angeles) recently, the 
problem was recognized and the deci- 
sion was made to film the demonstra- 
tion of the mower. 

But we didn't want a typical all-filin 
commercial. We had to follow the es- 
tablished pattern of the show, an im- 
portant factor of which is making it a 
part of the show, with the star of the 
show. Dude Martin, giving the pitch. 

So we filmed the lawn mower in ac- 
tion without sound. During the show, 
we had Martin narrate live while the 
film was being projected. At the end 
of the film portion of the coininercial, 
we dissolved to Martin in a setting 
which duplicated the film locale. 

The integration was simple. The 
film ended with a close-up of the mow- 
er coming directiv into the lens. At 
this spot, where the mower filled the 
screen, the TV camera picked up a 
duplicate live shot of the mower in the 
same close-up position. Viewers were 
unable to tell where the transition was 
made. It can be done, and it doesn't 
cost a fortune, either. 

Roger Patrick 
TV Production Manager 
The Mayers Company 
Los Angeles 



WHO PUT THE fiimt^ 
IN THE BRUNCH? 




• Punch did you say? Quite un- 
usual—we agree— to have it 
at such an early hour of the 
day ... for brunch! But the 
punch in this instance, hap- 
pened to be the sales punch 
scored by WDSU for an ex- 
clusive New Orleans specialty 
store*. 

• The details ran something like 
this: a special sale of women's 
"Brunch Coats" was featured 
on radio spots over WDSU. 
An equal amount of money 
was allotted for advertising 
these coats in a competing 
medium. 

• And what were the results? 
An impartial survey (by Audi- 
ence Research Bureau, Inc.) 
showed that 91.7% of the 
customers who heard the news 
via WDSU made purchases. 
Only 46.2% of the customers 
attracted by the competing 
medium purchased the mer- 
chandise. 

• And as if that isn't proof 
enough . . . WDSU's radio cus- 
tomers accounted for 44.6% 
of the total dollars spent, 
while customers of the com- 
peting medium spent only 
21.5%! 

• Dollar for dollar, WDSU adds 
extra punch (unspiked that is) 
to your sales picture in the 
"Billion Dollar New Orleans 
Market"! 

*(Nome and defotis on request) 




• Write, Wire, 
or Phone Your 
JOHN BLAIR Man! 



8 SEPTEMBER 1952 



49 



HaaM 



and now a message 



tiom otti sponsor 




by Boh Foreman 



D EAK Art: 

I'm happy lo hear you enjoyed 
my lasl trad on tlie buying of spot 
TV time. I thouglit the ideas ex- 
pressed would strike a responsive 
note with most folks in the spot- 
time selling end of the business. 
As to your cpiestion, what can you 
do to help agencies and advertisers 
furUier this approach to use of tel- 
evision — well here are some sug- 
gestions. If they sound like we're 
asking a lol, remember we need 
that much at this crucial stage of 
ihe business; also, you invited the 
request so I'll throw the book at 
you. 

There are, of course, only two 
areas where we need assistance, 
init both are very comprehensive. 
The first is programing and the 
second is time. Let's examine the 
second first because it should be 
the easier for you. 

The problem in the buying of 
time locally, or otherwise, natural- 
ly, is getting good clearances. Most 
advertisers prefer Class A time be- 
tween 8:00 and 10:00, let's say. 
How many spots such as this can 
you turn up for the folks who come 
lo you? The more the merrier. 

Then there's the little item 
known as protection against pre- 
emption from the networks. By far 
the most suitable time buy is a 52- 
week guarantee by the station. This 
helps everyone, in the long run. 
because it encourages advertisers 
to think of the medium on a con- 
tinuing basis rather than in flights 
cjf, say, 13 weeks. 

The 52 weeks guaranteed by Uie 
station aren't enough. Advertisers 
want, and actually should have, 
I.H-week (;scap(^ clauses. Tbe na- 
ture of business today is such Uiat 
an account man and ad manager 
need flexibility v ritteii right into 



every move they make. Newspa- 
pers and niagaziiK^s make this fea- 
sible — so why not television? 

Then there's the old bugaboo 
about the summer hiatus. The time 
bought by an advertiser whose 
budget or whose sales picture can't 
cover the dog days, should be pro- 
tected if he has to drop out for 
eight or 13 weeks. That's a big or- 
der, I know, hut aggressive sales- 
manship should make it possible to 
sell the breathers created to oth- 
er advertisers who manufacture 
warm-weather items. \^lien a hi- 
atus is over no one likes to start 
time buying all over again, having 
once g(me through the effort and 
c',nguish of getting acceptable spots. 

Next — and here's a real big re- 
quest but one well worth the effort 
of all concerned — make it clear 
that there are good time slots avail- 
able to advertisers on an every- 
other-week basis. This alone will 
encourage dozens of prospects in- 
to the mediinn who can afford it 
only on this basis. Team them up 
by two's yourself but don't make 
cither's time order dependent on 
filling of the alternate week. In 
other words, no strings attached! 

Now that I've asked for the 
moon. l(!t's gel to the sun — in this 
case, programing. 

There just isn't enough good 
film available for local purchase, 
a market at a time. Most film pro- 
duc.(;rs set out to get a network sale 
first. Failing this they look for a 
'"regional" deal — 20 markets, let's 
say. So much of what is actually 
made available, market by mar- 
ket, is in tbe rerun stage or is so 
coriiball that a limited-market, 
limited-budget advertiser wIkj 
needs a show with real (piality 
f just as inu(^li as the million dollar 
babies do) is just plain out of luck. 



Now here's my suggestion (it's 
easy to be free wiUi someone else's 
money and time!): I gather that 
there's a lot of money in the local 
station, local repping business — • 
the lunches you guys buy testify 
to that. Well, why not invest some 
of that loot in a couple of decent 
film shows. Produce them your- 
selves or get together on a sound 
basis with any of the dozens of 
reputable people now in. or about 
to get into, film production. Your 
firm represents more than 10 sta- 
tions; between yourselves and 
these outlets there ought to be 
enough cash to put together a cou- 
ple of real fine properties. That 
gives you a double-barreled sales 
presentation (as the brochures put 
it) : a fine time spot and the right 
show for it. 

Well, you asked for it, son, and 
there 'tis. Hope it's not too tough 
lo stomach. At least it's food for 
thought. 

Regards, 

Bob. 

commercial reviews 

TELEVISION 

sponsor: Loew's and MGM 
PUODUCT: Ivanhoe 
PKOCKAM : Happy Felton's Knothole 
Gang 

The live commercial that I caught in 
this pre-Dodger stanza (a fine show, by 
the by, with real heart-tug and warmth 
even for the non-sports fan) was one that 
I thought could be considerably enlivened 
by use of film clips from the actual motion 
picture plugged. And yet I've heard this 
advertising is doing a fine job of attract- 
ing audiences to the Loew's Theatres — es- 
pecially among the younger set, which is 
v^here it counts. 

A gentleman whose name escaped me 
joined Happy Fclton at the mike on the 
tall field and delivered a straight blurb 
for the picture — "Ivanhoe." Happy fol- 
lowed him up with his usual convincing 
delivery regarding his own employment of 
this film translation of the classic. Maybe 
I missed the opening commercial but some- 
where I think more relevant video than 
Happy and an announcer would help to 
huild box office for so visual a product as 
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T. V. story board 

A column sponsored by one of the leading film producers in lelerision 

S A K K A 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 




The value of having a checking account ai Chase is (jiiickly estab- 
lished in this 20-second live-action sj)Ot featuring Milton J. Cross. 
The "voice-over" subtly flatters the viewer by identifying him with 
this celebrity and closes against a shot of the bank's nanie-plaie with 
its slogan: "28 convenient locations." One of a "personality" series 
by SARRA produced for The Chase National Bank through 
Hewitt, Ogilvy, Benson & Mather, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




A charming mother and child sequence hap})ily blends video and 
audio to put over convincing sales points for Nabisco Honey 
Grahams with strong product identihcation. Strikingly photo- 
graphed, this 20-second spot is a typical example of SARRA's Vide- 
O-riginal "production for reproduction." One of a series made for 
National Biscuit Company through McCann-Erickson, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




W^hat could have more sales appeal than sheets that are easy to put 
on — and won't pull out? \Vhat better way to show them than in 
home bedrooms with attractive young wives demonstrating their 
advantages? In a series of 20-second commercials by SARRA the 
exclusive sales points of Pacific Mills contour sheets are convincingly 
established. The closings show the packaged sheets and give the 
clincher . . . cost no more, get tliem at your favorite store. Prodticed 
for Pacific Mills through J. Walter Thompson Company. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicasfo: 16 East Ontario Street 
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Coining 1^- 

reinfect 
Precision 

Prints 



PREPARATION 

Here your film receives its 
first, careful inspection. Ex- 
perienced workers examine it 
for defects, check over splices, 
perforations, synchronism of 
sound track general condi- 
tion. Your printing instruc- 
tions are carefully correlated 
to the film itself. 




YOUR ASSURANCE OF 
BETTER 16mm PRINTS 



IS Years Research and Spe- 
cialization in every phase of 
16nim processing, \-isual and 
aural. So organized and equip- 
ped that all Precision jobs are 
of the highest quality. 

Individual Attention is given 
each film, each reel, each scene, 
each frame — through every 
phase of the complex business of 
processing — assuring you of the 
Very best results. 

Onr Advanced IVIethods and 
our constant checking and adop- 
tion of np-to-the-niinute tech- 
niques, plus new engineering 
princii)les and special machinery 



pTecision Film Laboratories — a di- 
vision of J. A. Maiirrr, Inc., has 14 
years of specialization in the 16mm 
field, consistently meets the latest de- 
mands for higher quality and speed. 



enable us to offer service un- 
equalled anywhere! 

Newest Facilities in the 16mm 
field are available to customers 
of Precision, including the most 
modern applications of elec- 
tronics, chemistry, physics, optics, 
sensitonietry and densitometry— 
including exclusive Maurer- 
designed equipment— your guar- 
antee that only the best is yours 
at Precision! 



PBECISM 

FILM LABORATORIES, INC 
^ „ „ai WntMth St^ 



N»w York 19, N.¥. 
JU 2-3970 



an MGM film. (See article on movie air 
advertising for details on why MGM uses 
no film clips in its commercials, page 38.) 

sponsor: White Rose Tea 

AGENCY : J. D. Tarcher & Co., Inc., 

N.y.c. 

nuKili vM: Station Identifications 

For many weeks now I have been both 
amazed and confused by what I see of 
White Rose's TV copy. Amazed because 
oJ- the frequency with which it turns up 
and the prime-rating station identification 
spots it appears in. Confused as to the 
message. 

As you probably know, if you live in 
New York City, a line drawing of the 
familiar White Rose Teapot says some- 
thing — to music. What exactly it is / 
can't say — nor does the visual leave me 
with any definite impression about the 
product or any urge to buy it. 

Quite different, I'd say, from the 
"brisk" idea so firmly implanted by Lip- 
ton's and the elucidation of same pre- 
sented by Mr. Godfrey, however surround- 
ed by whimsey, satire, and horseplay. 

sponsor: Clearasil 
AGENCY: Rathrauff & Ryan, Inc., 

N.Y.C. 

I'HOGHAM: Announcements 

Here is a thorough-going translation 
ol patent-medicine advertising from the 
more traditional media to the newest — 
TV. Along with the advantages gained by 
addition to the copy of motion plus sight 
and sound are all the pitfalls, too. A lead- 
in vignette shows a young girl seeing a 
l-oster announcing a school dance. She 
realizes she won't be invited because of her 
"skin blemishes." This scene does come to 
life however hackneyed the situation or 
the words depicting it. 

On the other hand, the nurse who takes 
her into her office and tells her the "good 
news" about Clearasil just doesn't come 
off for a reason set down in these tracts 
recently; namely, that TV makes a glar- 
ing fault of phoniness in dialogue. Since 
both the gal and the nurse are forced to 
talk like package inserts, I think it's safe 
to assume the words won't be believed. 
Youngsters of today are wiser by far than 
those of yesteryear, so here I feci they 
will turn away from this announcement 
because of the lack of credibility. 

Well cast, well filmed, and soundly con- 
ceived, this spot should have gone, I feel, 
"o greater lengths in its dialogue and direc- 
tion to capture an air of reality. * * * 
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PICTURE PLAYHOUSE 



the television show that gives yoti 



■ ive big bouncing baby spots — in addition to 
your one-minute commercial — and it costs you 
nothing extra. It's your "economy buy" 
on TV in Baltimore on PICTURE PLAYHOUSE* 
(11 to 12 p.m. daily). 

Here's how it works: Besides your regular one-minute 
commercial you also get five extra billboard 
announcements. This means complete sponsor 
identification throughout the entire hour show. Use 
your billboards as you see fit — either to repeat one 
selling message or for multiple product promotion. 

* This same package is available on HOLLYWOOD 
PLAYHOUSE (2 to 3 p.m. daily). 



WBAL-TV 



Television Baltimore • NBC in Maryland 

Nationally Represented by Edward Petry & Co. 
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Fifting a Medium 
toa Morkef 



WSYR 



ACUSE 



NBC 
AFFlLIATi 



Covers ALL 
of the Rich 



Write, Wire, Phone 
or 

Ask Headiey-Reed 




of 

Fitting a Medium 
to a Market 



WSYR 



AGUSE 



NBC 
AFFCLIATE 



Covers ALL 
of the Rich 
Central N.Y. Market 



Ask H«a(tley-Reed 



ItEPOKT TO Sl*0i\S01tS for 8 Sopteniber 1952 

(Continued from page 2) 

CBS TV becomes Nielsen 
coverage subscriber 

CBS has even split on coverage services. The radio 
network some time ago subscribed to Ken Baker's 
Standard Audit Measurement Service. Now CBS TV has 
bought Nielsen Coverage Service. Reason given by- 
Oscar Kats, CBS TV research director, for going 
Nielsen: Study, on which Nielsen will have prelim- 
inary figures in few weeks, contains not only in- 
formation on family viewing as to stations and va- 
rious whyfores but data on set ownership. Kats 
also preferred Nielsen because he felt Nielsen's 
personal interview technique would give him closer 
approximation of set ownership than Baker's study 
which relies entirely on mail returns. 

ABC splits representation 
between Petry, Blair 

ABC has turned over the national spot repping of its 
owned and operated stations to Edward Petry and the 
Blair Co. Assignments to Petry: WJZ and WJZ-TV, 
New York, ; KGO and KGO-TV, San Francisco; and KECA 
and KECA-TV, Los Angeles. Blair's share: WENR and 
WENR-TV, Chicago, and WXYZ and WXYZ-TV, Detroit. 

BBDO sharing Republican 
campaign with Kudner 

Query that had been commonly heard along Madison 
Avenue, "How come BBDO was passed up this time on 
the choice for handling the Republican Presidential 
camp_a ign?" was answered last week. Kudner an- 
nounced BBDO has been brought in to collaborate 
with it on radio and TV. BBDO directed the adver- 
tising for almost all the Tom Dewey campaigns, gu- 
bernatorial as well as Presidential, exclusively. 

WJBK regains ownership 
of "Jack the Bellboy" title 

A court order that could have considerable signifi- 
cance for disk jockey phase of broadcasting restored 
to WJBK^ Detroit , last week right to use title. Jack 
the Bellboy. Federal Judge Lederle ruled switch of 
disk jockey Edmund McKensie from WJBK to WXYZ, 
Detroit, did not mean he could take title with him. 
Court also ruled WJBK could collect damages from 
loss of jockey's services. 

NBC ahead on optioned 
commercial time 

NBC Radio reported last week that it had at the time 
18% more sponsored hours on option than there were 
on the network books* the parallel week in 1951. Al- 
though the optioned time for the afternoon and 
night were about even with last year's, the call for 
morning time this fall was large enough to give the 
network the 18% edge. 
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Clair Stone really leads a tou<;'}i life . . . huiitin^^, fishing-, ambling 
throughout Nortlieastcni Wisconsin ballyhooing Conservation Proj- 
ects. (Jives sevprnl Talks weekly- on such subjects as "Why Izaak 



Walton ll7/.v/(7 Crazy!" 
/Ire/" 



or "Wh^' New York Advertising men 



Anyway, his 0:00 I'M Spoitscast is part of oui- (Jood Living uj) here. 

We're eager l)eavers when it conies to (iood Living and Hood Radio! 
Takes more than a (juai-tei- million dollars yearly to opeiate a Station 
like ours. Guess that's peanuts in ^Manhattan — but out here it's a 
sure sign of creative Showmanship. 

Our Sports program is a refreshing exami)le of "Radio In The 
Land Of Milk And ^oney." 



Wisconsin's most show-full station 

IN J 

fi r e e i B a i 

HAYDN R. EVANS, Gen. Mgr. 
Repreiented By WEED & COMPANY 



5000 WATTS 
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* GREEN J 



WHEN 

TELEVISION 




RESULTS 

Here's a rich market . . . and 
here's Central New York's most 
looked at television station — 
ready to present your story to 
a "buying" audience. More top 
shows . . . more local adver- 
tisers . . . greater results. 



say ''WHEN 



CENTRAL NEW YORK S MOST 
LOOKED AT TELEVISION STATION 



Represenled Nafionolly 
By the KATZ AGENCY 



CBS 



ABC 



DUMONT 



WHEN 

TELEVISION 

SYRACUSE 



/J 



A MEREDITH TV STATION 





ageitcjf profile 



J times C. ifouifUtss 

V.P. exec. dir. radio-TV 
Erwin, V\/asey & Co., Inc. 



Bul for a switch in Government policy Jim Douglass would quite 
likely be hus\ today buildin<i a radio network in Australia. Douglass 
was offered the assignment while serving as a liaison officer on a 
British admiral's staff during the war. but the opportunity blew up 
after VJ day when the Australian Labor party placed a greater de- 
gree of control over private broadcasting. 

Instead Jim negotiated lend-lease deals with the Russians for six 
months, then came back to the States to the comparatively quiet job 
of dire<'ting radio and TV advertising for Colgate-Palmolive-Peet. 
During his four and a half years in that slot he was largely respon- 
sible for the planning and development of C-P-P's TV operations. 

A valuable lesson he learned during that period stands out in his 
menior)'. The fioivdy Doody show had just been bought to jjitcb 
Colgate Dental Cream to the small fry. One day. as Jim tells it, "A 
top name in the advertising field mentioned a prank be had put over 
on his ) oung nephews. They had asked him to buy them a brand of 
toothpaste which they had seen advertised on TV. He chuckled as 
he told nie how he had got them Colgate's but told them it was the 
brand they bad asked for. 'What's the difference,' he shrugged, 'the 
kids can't read anyway.' 

"He"' recalls Douglass, "almost knocked me off my feet. I got to- 
getlier with our agency and we decided that even if kids couldn't 
read they could recognize colors. From then on. every Colgate com- 
mercial delivered by Howdy f)()ody contained the phrase ou can be 
sure it s right if it's red and white." That little episode taught nie 
not to take things for granted." 

Jim's interest in radio dates back to 1925. While working his way 
through the Hastings College (Conservatory of Music he also was 
musical director of KFKX, a relay station for KDKA, Pittsburgh. 

Later be earned himself a tour of Europe by bis ability to play 
just about every musical instrument extant. He came to bis wander- 
lust legitimately enough; his father was a minister who preached the 
go-pel through the Midwest and West. After a variety of musi- 
cal and radio jobs, Jim settled down as program pr()(lu(!tion man- 
ager for CI5S at KMOX. St. I^ouis. With his present job Jim has 
<'onq3leted the circle: station production to sponsor to agency. 

These days Jims peripatetic instincts are satisfied by business 
trips to Erwin. \Vase\ 's Chicago and Hollywood offices and weekend 
jaunts to Connecticut where his wife joins him in their pet project 
of restoring an abandoned farm. * * -*r 
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WHK GENERAL MANAGER 

"As Ohio's pioneer station — on the ajr sinc^ 
1923 — we've tried just about every wire s«rvic^i 
We're sticking with the best — AP!" 

K. K. Hackathorn, General Manager 
WHK, Cleveland, Ohio 



at WHK, Cleveland 







WHK SALES MANAGER 

"Our salesmen like the idear of selling news 
that carries the prestige of the world's biggest 
news agency." 

J. B. Maurer, Sales Manager 
WHK, Cleveland 



WHK ACCOUNT EXECUTIVE 

"AP's reputation for fast, accurate service 
makes it easy when I go to a client to renew a 
newscast contract. Half my selling job is done 
by having AP." 

Joseph A. Beres, Account Executive 
WHK, Cleveland 



WHK NEWS EDITOR 

"For reliability, I stick with AP — especially pn 
the tough stories that break fast. And salutes to 
AP's Cleveland Bureau for fast action on our 
requests and questionsi'* 

Wayne Skakel, News Editor 
WHK, Cleveland 

WHK SPONSOR 

"Marshall's has been using AP news on all ten 
weekly newscasts for ten years. We feel that AP 
news coverage is the finest available." 

E. V. Swisher, Merchandising Manager 
The Marshall Drug Company^ Cleveland 



For full details on how you can join The Associated Press, contact your AP Field Representative or write ' 



Hundreds of the country's finest stations announce with pride 

"THIS STATION IS A MEMBER 
OF THE ASSOCIATED PRESS" 










TWO TOP 

CBS RADIO STATIONS 

TWO BIG 

SOUTHWEST MARKETS 

ONE LOW 

COMBINATION RATE 



Sales-winning radio 
schedules for the Great 
Southwest just naturally 
include this pair of top- 
producing CBS Radio 
Stations. Results prove 
this! Write, wire or phone 
our representatives now 
for availabilities and 
rates ! 

National Representatives 



JOHN BLAIR & CO. 



What's New in Research? 



a SPONSOR original 



66* % of car oivticrs in i\. 1'. met- 
ropolUan area lisieneil to ratUo 
the last time they asetl their cars 





What year automobile do you 


11 on; lioi?€»? 




1945 OR LATER 


107 ( 14.1%) 




1946 OR LATER 


410 ( 53.9%) 




NONE 


274 ( 36.1%) 




TOTAL 


78r^ (104.1%) 




*NOTE: Anw/er is larger than number of personal interviews and percentages add up 
to more than 100% because some reported owning two or more autos. 



(For each auto reported) Do you have a 
working radio in your car? 



Year 


Base 


With radios 


% of cars with 
working radios 


1945 or 


earlier 


107 


56 


53.3% 


1946 or 


later 


410 


370 


90.0% 


Total 




517 


426 


82.0% 



Did you listen to your radio the Utst time 
you usetl your car? 





Base 


With radios 


Yes 


263 


( 66.1%) 


No 


135 


( 33.9%) 


Total 


398 


(100.0%) 



SUMMARY ON FINDINGS ON CAR OWNERSHIP AND WORKING RADIOS 

Families having card) with working radias ^ 398 ( 52.3%) 

Families having cars(s) with no warking radias 88 ( 11.6%) 

Families without car(s) - - -. 274 ( 36.1%) 

Tatal - 760 (100.0%) 

SOURCE: Advertest Research study conducted exclusively for SPONSOR during first two 
weeks of August 1952 

RESPONDENTS: 760 persons in the N. Y. Metropolitan area were asked these questions in 
TV set homes. 

Key observations emeryiny from stutly on 
car radio Ii.s-<(*iiiiic/ 

The fact that 66% oj car-radio owners turned on their sets the last time they 
uere in it rates as a high level in listening habits. The finding provides an 
illuminating insight into the extent oj this phase oj radio listening, and could 
serrr us the springboard jor research on the entire subject oj auto listening. 
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ouve 



feund if 



RADIO DIVISION 

Interstate United Newspapers, Inc 

Represented nationally by 

JOE lUOOTTOn 



Ulhv?- 





WERD listeners have confidence iji 
what they hear on theit .station-^ the only 
Negro owned and operated radio station 
In the U.S. Their confidence shows where 
it counts most— at the sales counter, 
Wii^r& they buy the products they 
hsar about ^n WERD. Write for WERD*s 
Proof of Performance." 




ATLANTA 

1000 WAHS • 860 ON EVERY ATLANTA DIAL 
J. B. Blayton, Jr., Gen. Mgr. 
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HOW PEPSI BOUNCED BACK 

{Continued from page 27 I 

tier? fell in line with Steele's plans. 
The\ put up the money necessary to 
bu\ new bottle stocks. They ordered 
vending niacliines, and sent salesmen 
out to hustle up choice locations. Sales 
began to climb again, after the long 
slide downward. 

Pepsi also sent management teams 
scurr\ing around the country to spread 
Steele's new gospel of a revitalized 
Pepsi-Cola organization. In conjunc- 
tion w ith regional staffs I there are sev- 



en of these regional Pepsi offices), they 
helped bottlers pinpoint their weak 
sales areas. In all parts of the country, 
these teams explained what the firm's 
new advertising approach would l»e, 
showed them how to tie advertising in 
with local-level merchandising, dangled 
extra-large budgets ot cooperative ad- 
vertising dollars for special effort, and 
generally helped weld parent company 
and bottlers into a successful team. 

Later on during 1951, Pejjsi e\en 
stepped in and took over several fran- 
chised Pepsi bottling plants. As Steele 
puts it, "To furnish franchised bottlers 




Scrvlai lid Stillii 

'THE MAGIC CIRCLE' 

ttf.: drfi NbllntiMn, be.- UN IUDY,G«>. M«t.- WIIW- KCKN 



operating in other areas a positive 
(iemonstration of the sales opportunity 
inherent in a modern, efficient Pepsi- 
Cola bottling* operation, effectively 
run." 

Steele and his new team proved the 
point to Pepsi bottlers, in dollars and 
cents. In 1951, the case sales of Pepsi- 
Cola in all company-owned bottling 
plants in the U.S. increased 21% in 
1951 over 1950, as opposed to the all- 
bottler average of some 14'~'< . In some 
of these newly acquired plants, case 
sales were up as much as 200% in 
1951 over those of the previous fran- 
chise holders. 

Bottlers who had felt Pepsi wouldn't 
really know how to run a bottling 
jjlant if given the chance, began to feel 
quite differently when they saw these 
figures. They sat up and took notice 
in a hurry, revamped their own meth- 
cds, and pitched in with new vigor. 

As far as ad\'ertising was concerned, 
Pepsi's new management team felt they 
needed a campaign which would give 
the product class, and which could re- 
sell the public on its merits. 

Pepsi Advertising Manager Stirling 
R. Wheeler told SPOxNSOR. "W'e concen- 
trated on giving the public good 'rea- 
sons why.' We stressed the quality of 
the beverage, the constant laborator) 
tontrol, and tried to give people the 
feeling that they could serve Pepsi 
with pride in their homes as an ad- 
junct to gracious living."' 

As part of this new advertising cam- 
paign, the Faye Emerson Show, origi- 
nally three times weekly. 7:45 to 8:00 
p.m. on CBS TV via the Blow agency, 
was a hit with both the public and the 
bottlers. She chatted, interviewed the 
great and ihe near-great, served Pepsi 
from silver trays with the manner gen- 
erally reserved for vintage Cordon 
Rouge, and soon had sales increasing 
by 10 to 20'}( over the previous year. 

But, network TV's coverage is lim- 
ited at best, and many Pepsi bottlers 
are in non-video areas. So, to pacify 
bottlers who felt they were being left 
(/Ut in the non-TV cold, another net- 
work show was added on radio. Phil 
Regan, the singing ex-cop, whose Gael- 
ic schmaltz was a highlight of the last 
Democratic Convention, starred. The 
I'hil Regan Show went on NBC Radio 
in early March of last year, 5:00 to 
5:25 p.m. on Sundays. The show last- 
ed about two months on A'BC. then 
moved to CBS Radio, where it lasted 
another couple of months. Army camjis 
were toured as a feature of the Regan 
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BUT... 

YOU NEED THE 
FETZER STATIONS 
TO BAG SALES 
IN WESTERN MICHIGAN 




If you're gunning for bigger sales in Western Michigan, 
you really need the douhle-harreled power of the Felzer 
operation — WKZO-TV in television, WKZO-WJEF in 
radio ! 

TELEVISION 

WKZO-TV, Channel 3, is the Official Basic CBS Outlet 
for Kalamazoo - Grand Rapids — America's 18th tele- 
vision market. It serves more than a quarter million 
Western Michigan and Northern Indiana television 
homes — more TV^ homes than are available in many 
seemingly larger markets such as Seattle, Kansas City, 
New Orleans, etc. A 28-county Videodex Diary Study 
made in August, 1952, proves that W^KZO-TV delivers 
93.4% more television homes than Western Michigan's 
other TV station! 



RADIO 

WKZO, Kalamazoo, ami WJEF, Grand Kapids, give out- 
standing radio coverage of Western Michigan. Each is 
consistently top station in its home city. Together they 
deliver about 57% more city listeners than the next-best 
two-station choice in Kalamazoo and Grand Rapids — 
yet cost 20% less! WKZO-WJEF's rural circulation is 
spectacular, too. 1949 BMB figures credit WKZO- 
WJEF with big increases over 1946 in their undupli- 
caletl autliences — np 46.7% in the daytime., 52.9% at 
night! 

Get all the facts on the Fetzer Stations — write direct «ir 
ask Avery-Knodel ! 



*A tvolj iveighing jnst over 175 ponnds ivas killed on Seventy Mile River in Alaska. 



WKZO-TV WKZO 



fwpA IN GRAND RAPIDS WESTIRN MICHIGAN ,„ KALAMAZOO 

AND KENT COUNTY ^nd NORTHERN INDIANA | AND. GREATER 

" I WESTERN MICHIGAN 

(CBS RADioi ^^Vi^^B^BBBIHT^ (cbs radio) 



ALL THREE OWNED AND OPERATED BY 

FETZER BROADCASTING COMPANY 

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 



bhow — part of a long-term Pepsi drive 
to build more distribution in military 
posts, wbere Coca-Cola has the edge. 

Xo great shakes as a musical siiow 
(its Nielsen never got much beyond 
I s and 2"s), the Regan series at least 
held the fort until Pepsi could arrange 
sizable spot radio campaigns, in co- 
cperation with Pepsi dealers in non- 
1\ areas. Then, Regan bowed out. 

The snowy-shouldered Miss Emerson 
\\as more durable, but several serious 
problems plagued Pepsi with the Em- 
erson series despite its over-all success. 
For one thing, clearing time on CBS s 



video network for a three-a-\veek show 
was difficult; at one time Pepsi had 
only a half-dozen live stations, and had 
to make widespread use of kinescopes 
to cover the rest of the T\ markets. 
With this huge off-balance of kine 
markets vs. live markets, the reproduc- 
tion quality of the show suffered. Rat- 
ings, never sensational for an inter- 
view type of show, were a disappoint- 
ment. Time slots varied all over the 
lot. adding difficulties to merchandis- 
ing and publicity campaigns. 

All of this added up to problems that 
were beyond solution, l^ast April, the 





. . . and wherever you go in 
Western New York, Northwest- 
ern Pennsylvania or in the two- 
billion dollar Ontario area, you'll 
find WGR is the most listened-to 
radio station. 



01 



RAND BUILDING, BUFFALO 3, N. Y. 

National Representatives: Free & Peters, Inc. 



teo J. {"fWz") FUzpairick 
I. R. ("Ike") lounsberry 



Faye Emerson show was dropjied. 

At the moinent, the demise of both 
shows doesn't matter much to Pepsi- 
Cola. Both shows had virtually accom- 
plished their missions when they went 
off the air. And, with the current sum- 
mer having hit record peaks in tem- 
peratures all over the nation, per-cap- 
ita consumption of soft drinks this 
year- -including Pepsi — has been hit- 
ting all-time highs. Coasting along on 
the air push given earlier this year,, 
and with the continuing weight of oth- 
er Pepsi advertising as ^vell as the hot 
weather's iinpetus. Pejjsi has been rack- 
ing up sales gains during July and 
August that have topped 1951's com- 
parative figures by 25/c. 

Says Pepsi Advertising Manager 
Wheeler : "We've got the bottlers solid- 
ly behind us now. and the sky's the 
limit."' 

Pepsi's domestic advertising is con- 
tinuing at an all-time high. At present 
rates, SPOiNSOR estimates $6,000,000 
will be spent by the soft drink firm this 
year, with a large amount of this king- 
sized budget being spent cooperatively 
with Pepsi bottlers. There's even a spe- 
cial $500,000 campaign, incidentally, 
currently running in Sunday supple- 
ments that's designed primarily to plug 
the Pepsi bottlers in large-space, full- 
color ads, stressing their local role. 

By the end of 1952, Pepsi will have 
spent, it's estimated, some $2,000,000 
of its ad budget for national air ad- 
\ertising, primarily in TV. Spot radio 
and sjiot TV — which still use the orig- 
inal jingle, but without reference to 
size or price — come out of dealer co- 
op funds, with Pepsi matching bottler 
air expenditures. 

This month. Pepsi plans to spring 
something quite new in network TV 
shows. Although all recent trends in 
TV drama have been toward the half- 
liour length. Pepsi's new show — a Ber- 
liard Prockter film series titled Pepsi- 
Cola Short-Slwrt Drama- As only 15 
minutes in length. 

However, Pepsi plans to make up 
for the capsule size of the program by 
airing it at least twice a week in all 
of the major TV markets. The think- 
ing behind this new I'epsi show is very 
revealing: Pepsi executives feel that the 
(juarter-hour 0. Ilenryesque films will 
be far easier to fit into tight station 
schedules than a full half-hour. 

That this thinking is accurate is re- 
flected in the type of clearances which 
NBC TV has already lined up. Pepsi 
is shooting for a total of some 50 mar- 
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KTLA 



CHANNEL 5 

THE BEST ADVERTISING BUY IN LOS ANGELES 






Co 




Ihb, -Ray 

IIVTTOJS 

AM Giri Show 



MAY, 1952 

Hooper .... 15.1 

ARB 15.0 

Videodex ... 21.2 




KTLA Studios • 5451 Marathon St., Los Angeles 38 • HOIIywood 9-6363 
Eastern Offices • 1501 Broadway, New York 36 • BRyant 9-8700 

PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 



AIM^S IN FRONT BY AN OVERWHELMING MARGIN 



8 SEPTEMBER 1952 
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kets, and experts to have its quota 
wneii the show premieres later this 
month. Wrtl; the program already be- 
ing on filn (at a cost estimated by 
5PO>S()R to be 25'~( more than com- 
pare, 'ile li'' e production I , quality of 
leproduction won t suffer on stations 
that have to air it from film prints 
on a spot basis. 

Also, Pepsi is not trying to snare 
prime e\ening slots for its new show. 
Most stations will carry the program 
in an early-evening slot. 7:13 to 7:30 
p.m. E.S.T. on Tuesdays and Thurs- 
'days: a few will air it later. 

Thus, Pepsi bottlers are assured of 
a TV show that has multiple impact, 
good reproduction quality, and which 
can be placed on a spot basis if neces- 
sary. Also, they are bound to be 
pleased with the billboarding on the 
show itself, which is geared to the 
theme of "Pepsi-Cola and its bottlers" 
presenting the series. 

E^'en the success Pepsi had with 
Faye Emerson has a counterpart in 
the show. Acting as hostess for the 
program and as sales personality will 
be Ruth Woods, whom Pepsi Ad Man- 
ager Wheeler describes as having 
charm, grace, and the ability to sell. 

In a nutshell, here's how Pepsi's do- 



mestic air operations shape up today: 
Network TV — The new Pepsi film 
series, by Prockter Productions, will 
start early this fall, via the Biow 
agency, on NBC TV. This series of 
twice-a-week, quarter-hour sho\vs will 
be the keystone of the Pepsi air opera- 

★ ★★★★★★★ 

i'The role of arithnielie i* — or should 
be — a minor one in adverti^sing. Many 
adv■erti^infc people are are too niueh con- 
cerned over a variety of subordinate ap- 
pnrtenances in a hopeless attempt to 
make a slide-rule science of M'hat is 
an art.'* 

JAMES D. WOOLF 
Advertising Consiillanl 
Santa Fe, IS. M. 

■k-k-k-k-k-k-k-k 

tions, and will be surrounded by heavy 
merchandising and publicity support. 

Network Radio — None was planned, 
as SPONSOR went to press. Because 
Pepsi is sensitive to the feelings of 
bottlers in non-TV areas, the door is 
not firmly closed to a good radio buy. 
However, Pepsi doesn't want a once- 
weekly network radio show. 

Spot Radio — A great deal of spot 
ladio (sponsor estimates the total ex- 
penditure at nearly $1,000,000) will 
be bought cooperatively with local 



franchised bottlers, with extra funds 
available for bottlers as their sales in- 
crease. Primary spot device: the old 
reliable Pepsi jingle, now dressed up 
with new lyrics that don't mention size 
or price, with transcriptions furnished 
by the [)arent firm. 

Spot TV — The situation is similar to 
spot radio. Bottlers are given advice 
and commercials (film adaptations of 
the radio jingle) if they want to get in- 
to spot TV. Several of them are al- 
ready using local-level video in the U.S. 

The durable Pepsi-Cola jingle was 
dashed off originally in five minutes 
by the then-new team of writers named 
Alan Bradley Kent and Austen Herbert 
Croom Croom-Johnson. First record- 
ings of the jingle created a sensation 
in the fall of 1939 when they made 
their New York debut on WOR and 
WINS. Sales skyrocketed immediately 
in the New York area and Walter Mack 
sent the jingle out to other areas as 
fast as they could be opened up. In 
the period between 1939 and 1947, 
v.hen versions of the jingle using the 
"twice as much" phrase predominated, 
it was j)layed some 10,000.000 times 
on radio stations all over the country. 
I his helps explain why the public got 
so lasting an impression of the twice- 
as-much theme. 

Although the original jingle brought 
them only $2,500, it spelled success for 
the team of Kent and Johnson. They 
quickly became identified in agency 
circles as "the guys who wrote the 
Pepsi jingle"' and went on to write 
jingles for Armour, National Biscuit, 
Ford, Mission Bell, Pro<Her & Gamble, 
and others. They eventually split up 
and have since gone separate ways in 
the radio-TV field. 

There's another area of Pepsi air 
advertising that's literally a story in 
itself: the overseas operations. Pepsi 
is sold through more than 190 inde- 
pendent bottlers and a dozen Pepsi- 
owned plants in some 44 countries, 
with total populations of approximate- 
ly 166 million. While some 3,000,000,- 
000 bottles of Pepsi are consumed an- 
nually in the U.S., nearly half again 
that much is consumed outside the 
country; thus, the Pepsi foreign mar- 
kets represent a neat one-third of all 
Pepsi consumption. 

As might be expected, Pepsi exports 
its air techniques with the product. 
From Canada to Latin America, from 
Africa to the Philippines, the familiar 
Pepsi jingle is aired on outside-U.S. 
stations. Languages used range from 



Film Libraries y 

Now is the time to CHECK your prints ^ 

Are some of your old films Are some of your new films 

□ Dirty? □ Tacky! 

□ Oily? □ Scratched? 

□ Dried out? □ "Rainy"? 

If the answer is "Yes" to any of these questions, 
your next step is to have such films 

PEERLESS-Servfced 

Services include cleaning ...repairs... rehumidifica- 
tion... scratch removal. ..and the famous Peerless- 
Treatment that guards against future damage, 
makes your films screen better and last longer. 



Jeerless 

FILM PROCESSING CORPORATION 

165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOllYWOOD 38, CAIIF. 

When you wrife, please menfion size of your library and 
maximum number of prints you could spare af one time, for 
cleaning and freafmenf. 
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Kenny CLICKS! 



He sells as he sings as he 
plays as he jumps — and 
his all-age audience loves 
all 30 minutes of his new 

KENNY ROBERTS SHOW 




Pulse' 11 prove this: Singin', strummin'.leapin' Kenny Roberts 
is just as popular with his WHIO-TV audience as he is with 
the national audience that watched him perform with Arthur 
Godfrey, Al Morgan and other headliners. He's explosive! He's 
likable. And he's a darn good salesman. Here's how good: 

WHIO-TV staged a big Polio Benefit Show early this spring. 
Kenny stopped it with his unusual act — viewers jammed the 
telephones with "contributions for Kenny." The city of 
Dayton wanted to put over a $12,000,000 school bond issue 
last fall. Kenny talked it up for 7 weeks on a special show* 
aimed at children — the issue passed by a 2-to-l majority — 
and the bond committee gave Kenny a large share of the 
credit. No room for other examples. 

Sometime during his new 4:30 to 5:00 p.m. program, origi- 
nating from WHIO-TV studios, Kenny will have time to turn 

his selling talents tn ^" yo"'" product name here) 

George P. Hollingbery, national representatives for WHIO- 
TV, has complete information on the participating spots 
now available. 

*Kenny's school bond show was aired over two stations at the same 
time. WHIO-TV jpuUed twice as many viewers as the other station. 





DAYTON, OHIO 
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P'rench and Sjiani^li to Arabic and 
Tagalog. and even Chinese. 

However, although results are often 
<'xcellent, planning air advertising over- 
seas for Pepsi presents many problems. 

4s John Soughan, ad manager of 
Pepsi's Export Division, put it to 
sponsor: "Pepsi advertises and sells 
in more than 40 countries. But, in 
15^f of these countries, radio and TV 
are not open to commercial sponsor- 
ship, and we have to use other local 
media, ranging from newspapers and 
other publications to outdoor adver- 
tising and display material. However, 



we strongly urge bottlers to use broad- 
casting wherever possible." (For fill- 
in on overseas radio and T\ , see In- 
ternational Basics section in 14 July 
1952 Fall Facts issue.) 

Radio has proved particularly effec- 
tive in developing Pepsi sales in Cen- 
tral and South America, and in the 
Caribbean, particularly in areas where 
literacy is low and commercial radio 
is virtually the only mass advertising 
medium. Pepsi announcements are 
aired in Cuba. Mexico, Venezuela, Pan- 
ama. Guatemala, and Ecuador, and will 
move into Brazil as soon as that mar- 



C2 



how important is 

WSAZ-TV to you r 




WSAZ-TV, with its Huntington-Charleston 
HOMETOWN PROGRAMING, is close to the 
hearts and the purse strings of over 2,000,000 
persons in the rich Ohio Valley — 67 counties in 
West Virginia, Ohio, Kentucky and Virginia. 




These loyal WSAZ-TV viewers spent 
$1,446,895,000 in retail sales in 1951. 

Could your sales be better in this area? 
Sales can always be better ! 
So WSAZ-TV is very important to you! 

WSAZ-TV sells more goods to more people more 
often than any single medium in West Virginia. 
Let WSAZ-TV sell for you! 



Affiliated with all four Television Networks 



HUNTIMCTON, W. VIRGINIA 
reprewnt^d by the UU AGENCY 



84,000 watts on channel 3 



ket is opened by the soft-drink firm. 
TV, both film announcements and live 
local shows, is being used by Pepsi 
bottlers in Mexico City and Havana. 

Europe h'd- very little Pepsi radio, 
and no T\^ Radio Eire carries an- 
nouncements for the Irish I^epsi bot- 
tler. In Africa, announcements in Ara- 
bic are aired on the conmiercial sta- 
tion in Casablanca to reach the rapid- 
ly developing Pepsi markets in the 
Moslem region, and local programs are 
aired out of Johannesburg in South 
Africa to rea<'h the remainder. 

Other Pepsi radio announcements, 
programs and jingles are aired in parts 
of the Middle East and the Orient, in- 
cluding Hong Kong and the Philip- 
pines. (No Pepsi-Cola is sold behind 
the Iron Curtain, Pepsi believes.) 

The booming foreign markets are 
under the supervision of First Vice 
1 'resident \\'illiani B. Forsythe. who 
hops around the world in the classic 
traditions of a diplomatic courier, al- 
though bearing Pepsi contracts rather 
than military secrets, in his briefcare. 
I'orsythe is himself a great believer in 
air advertising, and is constantly ex- 
plaining many of Pepsi's U.S. radio- 
TV techniques to bottlers in foreign 
countries. The close teamwork be- 
tween Pepsi President Steele, and ex- 
port expert Forsythe ])ays off well. 
Pepsi is beginning to rival Coca-Cola 
closel) in areas where the two com- 
pete. Often Pepsi — with its bigger bot- 
tle, sweeter taste, and harder-hitting 
advertising — is ahead. 

Someday. Pepsi hopes to catch up to 
giant Coca-Cola in over-all volume, 
even though rival Coke has a net in- 
come that is 60'( of Pepsi's total 
sales todav and has a big lead in foun- 
tain cola business. 

With Pepsi-Cola bottlers planning to 
invest some $7,000,000 of their own 
money this )'ear in new plant expan- 
sions, with a new management team 
guiding the company, and with new 
advertising philosophies beginning to 
show real results, Pepsi today looks 
( onfidently into the future. 

Already ahead of the game, Pepsi 
now feels that hitting the ultimate jack- 
pot is just a matter of time. 

As Al Steele rccenlly wrote: "Ours 
is a business where volume is reward- 
ing, where jnofits rise rapidly as sales 
climb. \\'ilh more and more of our 
bottlers expanding their investments 
and efforts, we may confidently (>xpect 
sales to continue to increase." * * * 
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Sept. 14 

U. S. STEEL 

opens its 
eighth season of 



Theatre Guild 
on the Air 

with the radio premiere of 



STARRING 




HELEN HAYES 
JOSEPH GOTTEN 



As in seven years past, U.S. Steel will draw on the pro- 
duction skills of the Theatre Guild, the writing talents of 
the world's leading authors, and the histrionic abilities of 
Broadway and Hollywood's top stars ... to bring America 
a new season of radio's most honored show. 

In addition to "The Wisteria Trees," our programing 
for this season includes such shows as "The Wirulow 
Boy," "Great Expectations," "George Washington Slept 
Here," "Vanity Fair" and "All About Eve." 

SUNDAY-8:30 P.M. 
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WAVE-TV 

OFFERS TOP 
AVAILABILITY! 



A few cxtellent spot partici- 
p^itions are still available on 
WAVr.-TV's unique audi- 
ence-participation show, 
"MAN ON THE STREET"! 

FORMAT; On-the-street in- 
terviews by Foster Brooks, 
Louisville's most colorful 
television personality! Thea- 
ter tickets and prizes 
awarded to people inter- 
viewed and to those who 
send in questions. 

FOSTER BROOKS: A top- 
notch MC and wit — has 
appeared with Arthur God- 
frey, Vaughn Monroe, Spade 
Cooley and others! 

TIME: 11:45 to 12:00, Mon- 
day thru Friday- popular 
"rest period" in which thou- 
sands of extra housewives 
watch TV! 

AUDIENCE: Large and loyal 
a "guess- the-corrcct-answer- 
by-telephone" part of the 
program had to be discon- 
tinued because it always 
swamped our switchboard 
for hours! 



CHECK WITH: F& P! 



WAVE-TV 

riRST IN KENTUCKl 




NBG • ABC • DUMONT 

LOUISVILLE, KENTUCKY | 

FREE & PETERS, Inc. | 
Exclusive National Represent at :vei\ 



Here tire sponsors who alterttatetl their 
proyrums ott ttettvorh' TV diiriiiff seeottti quurter of 1952 



ABC 



SPONSOR 


PROD UCT 


A G E N CY 


PROGRAM 




TIME 


BENDIX 


appliances 


Tatham-Laird 


Name's the Same 


alt. 


—1 

W -;30-8 p.m. 


C. A. SWANSON 


margarine 


Tath am -Laird 


Name's the Same 






HAZEL BISHOP 


lipstick 


Raymond Spector 


Stop the Music 


alt. 


Th. 8-8:30 p.m. 


TONI 


Prom 


Foote, Cone & Belding 


Stop the Music 






CELANESE 


institutional 


Ellington 


Celanese Theatre 


alt. 


W 10-11 p.m. 


FRIGIDAIRE 


appliances 


Foote. Cone & Belding 


Pul. Prize Playhouse 






GREEN GIANT 


peas 


Leo Burnett 


Life with Linkletter 


alt. 


F 7:30-8 p.m.* 


PETERS SHOES 


stioes 


Henri, Hurst. McDonald 


Super Circus 


alt. 


Sun. 5:30-6 P.m.' 


MASLAND 


carpets 


Anderson & Cairns 


Tales of Tomorrixw 


alt. 


F 9:30-10 p.m. 


JACQUES KREISLER 


watchbands 


H irslion-Gar field 


T?les of Tomorrow 




] 


RALSTON-PURIN A 


cereals 


Gardner 


Space Patrol 


ait. 


Sat. 6-6:30 p.m.* i 


CBS 


CARNATION 


evap. milk 


Erwin. Wasey 


Burns Alien 


alt. 


T 8-8:30 p.m. 


RONSON 


lighters 


Grey 


Star of Family 


alt. 


T 9-9:30 p.m. 


CARTER 


Arrid. etc. 


SSCB 


City Hospital 


alt. 


T 9-9:30 p.m. 


SCHICK 


elec. raaor 


Kudner 


Crime Syndicated 


alt. 


T 9-9:30 p.m. 


CARTER 


Nair, Rise 


SSCB 


Crime Photographer 


ait. 


Th. 10:30-11 p.m. 


TONI 


White Rain 


Foote, Cone & Beldlns 


Crime Photograplier 






GOODYEAR 


institutional 


Young & Rubicam 


Greatest Story 


monthly Sun. mat. 


PILLSBURY 


flour, mixes 


Leo Burnett 


Godfrey's Friends 


alt. 


W 8-8:30 p.m. 


TONI 


liome permanent 


Foote, Cone & Belding 


Godfrey's Friends 







DU MONT 



GRUEN 1 


watches 


McCann-Erickson 


Gruen Playhouse 


alt. 


Th. 9-9:30 p.m.* 




NBC 


AMERICAN TOBACCO 


Lucky Strike 


BBDO 


Robt. Montgomery 


alt. 


M 9:30-10:30 p.m. 


S. C. JOHNSON 


waxes 


Needham. Louis & Brorby 


Robt. Montgomery 


alt. 


M 9:30-10:30 p.m. 


ANSON ^ 


jewiiiry 


Grey 


Kate Smith 


alt. 


W 8:30-9 p.m. 




B. T. BABBITT 


Bab-0 


W. H. Weintraub 


Kate Smith 


alt. 


W 8:30-9 p.m. 




HAZEL BISHOP 


lipstick 


Raymond Spector 


Cameo Theatre 


alt. 


Th. 10:30-11 p.m. 


RIGGIO TOBACCO 


Regent 


Brooke, SFD 


Cameo Theatre 








CROSLEY 


appliances 


Benton & Bowles 


Winchell-Mahoney 


alt. 


M 8-8:30 p.m. 




SPEIDEL 


watch bands 


SSCB 


Winchell-Mahoney 


alt. 


M 8-8:30 p.m. 




DERBY FOODS 


Peter Pan 


Needham. Louis &. Brorhy 


Sky King 


sit. 


Sun. 5:30-6 p.m. 


JAMES LEES 


carpets 


D'Arcy 


Meet the Masters 


alt. 


Sun. 5:30-6 p.m. 


GOODYEAR 


tires 


Young & Rubicam 


Goodyear Playhouse 


alt. 


Sun. 9-10 p.m. 




PHI LOO 


TV sets 


H utchins 


Phiico Playhouse 


alt. 


Sun. 9-10 p.m. 




G. F. HEUBLEIN 


A-l Sauce 


Schleider. Beck & Werner 


Ruth Lyons 


alt. 


W 12:15-12:30 p.m.' 


KAISER-FRAZER 


autob 


W. H. Weintraub 


Show of Shows 


alt. 


Sat. 10-10:30 p.m. 


LEHN & FINK 


H nds Cream 


Lennen & Mitchell 


Show of Shows 


ait. 


Sat. 10-10:30 p.m. 


KELLOGG 


cereals 


Kenyon & Eckhardt 


All Star Revue 


third Sat. 8-9 p.m. 




PET MILK 


ovap. milk 


Gardner 


All Star Revue 








SNOW CROP 


froztn foods 


M ,-ixon 


Ail Star Revue 








LIGGETT & MYERS 


Fatima 


Cunningham & Walsh 


Dragnet 


ait. 


T 9-9:30 p.m. 




LIGGETT & MYERS 


Chesterfields 


Cunningham & Walsh 


Gangbusters 


alt. 


T 9-9:30 p.m. 




MANHATTAN SOAP 


Sweetheart soap 


Schleider, Beck & Werner 


One Man's Family 


alt. 


Sat. 7:30-8 p.m 




MILES LABS. 


Alka-Seltzer 


Geoffrey Wade 


One Man's Family 


alt. 


Sat. 7:30-8 p.m 





SOURCE: Rorabaugh and TV networks 
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ALTERNATE WEEK 

{Continued from page 37) 

every week rather than every other. 

This is far from the whole story, for 
there is still the matter of total adver- 
tising impressions, which is often more 
important to a sponsor than the num- 
ber of different homes in which he can 
plant his message. In the matter of 
impact, the analysis was not as conclu- 
sive as the cumulative home figures. 

The every week Godfrey sponsor 
made 183.5 impacts per 100 homes in 
those markets where the show was 
broadcast during an average four week 
period. This figure is gotten by mul- 
tiplying the cumulative or unduplicated 
audience figure by the average number 
of broadcasts tuned in per viewing 
home, in this case the latter figure be- 
ing 2.5. The comparable figure for 
Toni and Pillsbury was 1.4 for both 
sponsors and their impact-per-100- 
homes total came to 76.2 and 80.2, re- 
spectively. 

On Kate Smith's program, Reynolds 
made 52.7 impacts and Babbitt and 
Anson made 29.6 and 28.1, respective- 
ly. A comparison of the two programs 
shows that the alternate week sponsors 
averaged 43% of the every week spon- 
sor's advertising impressions on the 
Godfrey show and 55% on the Kate 
Smith show. 

While this comparison does not sug- 
gest any clear-cut answers it does show 
definitely that the every week sponsor 
does better in terms of total advertis- 
ing impression than in the total num- 
ber of different homes reached. This 
could well be assumed without re- 
search, of course, but only in rough 
terms. As in the case of the cumula- 
tive audience figures, it is fairly cer- 
tain that the alternate week sponsors 
on the Kate Smith show are not get- 
ting as much out of their advertising 
dollars as their opposite numbers on 
the Godfrey show because of the lower 
ratings of the former. 

As a matter of fact, the low ratings 
suggest the reason for the 55% figure 
for Anson and Babbitt. Being on a 
lower-rated show, they can expect more 
turnover in the audience, whereas God- 
frey's popularity would more likely 
make for more loyal viewing. Hence 
the lower 43''''o figure for Toni and 
Pillsbury. As it happened in this par- 
ticular case, the Nielsen researchers 
theorized, the every week sponsor on 
the Kate Smith program suffered more 
from the tuning out than the alternate 



Tom SCHROEDER AQEIlCy 
AdverlUinq Counselor 
Cor Hendrie *nd Cjrandi) Ai>e 
Delroi) II, Michiqan 

April 18, 1952 

Mr. Robert D. Thomas 
WBNS-TV 

33 N. High Street 
Columbus 15, Ohio 

Subject; Nicoiay-Dancey , Inc. 

"Western Roundup'* 

Dear Bob: 

If ever you have need for a testimonial on the effective 
powers of WBNS-TV as a promotional medium ... »e'll be 
able to provide you a dandy. Needless to say ... "an 
honest one at that !* 

It isn't very often that an audience can be so taken 
with the presentation of a sales promotion that 
itumediately following the close of the announcement 
they gather to close upon our distributors' trucks as 
they make their routine deliveries. This Is Just 
exactly what is happening, and the net result ... 10,000 
harmonicas have been disposed of in one week's time. As 
you know, yours has been the only media of advertising 
the account is using. 

All in all, we never have been able to come across an 
organization so embedded with the spirit of cooperation 
as thai found at WBNS-TV. 

Sincerely, 

TOM SWHROEDER AGENCY 





lubns-tv 



COLUMBUS, OHIO 
CHANNEL 10 



CBS-TV NETWORK • Affiliated with Columbui Diipatch and 
WBNS-AM • General Met Office: 33 North High Street 
REPRESENTED BY BIAIR TV 



WESTERN ROUND. UP 

One of WBNS-TVs 
powerful sales-pulling 
daily programs that 
draws such voluntary 
letters as the one re- 
printed here. Your prod- 
ucts too, will know a 
sales volumn increase 
beyond your fondest 
hopes on the top-rated. 
Western Round-Up pro-, 
gram . . .4 :45 to 6 :0b P.M. 
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week sponsors, did. But it ( ould liuve 
vvorked the other wav. 

The story is not complete witliout 
taking into account discounts for the 
advertiser. On CBS sponsors get a 



straight 



discount for 26 ahernate 



weeks while the discount for 26 straight 
weeks ranges from 2\-y-15' c depend- 
ing on the nuniher of "station-hours. 
A half-hour i)rograni on 10 stations 
mean? five station-liours, for example. 
The discount structure thus allows 
2V:>',( for five to 10 station-hours, "rt't 
for 10 to 20 station-hours, and so 
forth. 1 he 52-week advertisers on 
CBS get a 10^ < annual discount plus 
the station-hour discount, which means 
they can gel uj) to 25'^.' off. 

On NBC the advertiser gets no dis- 
count for 26 straight weeks hut o'( for 
26 alternate weeks of a half hour and 
81/4 '^t for 26 alternate weeks of a full 
hour. For 52 straight weeks the dis- 
count is douhle the 26 alternate week 
schedule. It is apj)arent that NBC is 
making a i)lay for the alternate week 
sponsor. 

Whatever the actual cost for each 
advertiser, it is plain that there is a 
lot to be said for the alternate week ap- 
proach, especiall) where the advertiser 



v\ants to sprav a.< man) homes as pos- 
sible with his message. I he foregoing 
survey is not meant to he a definitive 
answer. It is. after all. an example of 
only two jirogranis during a limited pe- 
riod of time. But it docs suggest some 
of the more important fat'lors for an 
advertiser to weigh when he is consid- 

******** 

'•The high <•(>^I i>f Ich'vision is forcing; 
llji ciisloiiiers to give leh'vision prohahly 
more >ilii(lv than anv other niediiini ever 
got. From this stiiHy we are heginiiiiig 
to iiiiderstund tlie greatness of teh'vi- 
-ion's power. It is head aii<l shoiihlers 
above everything else.** 

IlENHY SCIIACIITE, Adv. Dir. 

Thf Harden Co. 
******** 

cring the pros and cons of alternate 
week advertising. 

It is quite possible that S<'hick, for 
example, took the cunmlalive audience 
figures for their Crime Syndicated 
program into account when they de- 
cided to swit<di from every week to 
alternate week sponsorship. Nielsen 
figures showed early this year that by 
using the program every other week, 
they would only miss reaching of 
the homes they would otherwise get t(» 
on an every week sponsorship basis. 




THIS BRAWNY LAD 
MOVES MERCHANDISE! 

You can sell Seattle faster, cheaper 
with the powerful, thrifty KRSC 
Salemaker spot plan. Costs you no 
more than one spot per day on a 
network station but gives you ter- 
rific all-day impact. Even during 
the first week your product moves! 
Merchandising? Man, KRSC is 
Se attle's First Merchandising Sta- 
tion. 



SALEMAKER 

FACTS . . . 

Write or wire Bill SirT\pson, 
KRSC National sales, or our 
nearest representative — 

EAST: Ceo. W. Clark, Inc. 

LOS ANGELES: Lcc F. O'Conncll 

SAN FRANCISCO: 

Western Radio Sales 




powered and progranr\nr\ed to cover 
fhe profitable Seattle trading area 



Schii^k went into an alternating 
s<;hedule in March, while in the in-be- 
tween weeks Carter Products brought 
City Hospital over to CBS from ABC, 
where it had been running on alternate 
Saturday afternoons. The two pro- 
grams follow each other in the 9:00- 
9:30 p.m. segment. 

One advertising man gave another 
example of the usefulness of the cumu- 
lative audience figures. He mentioned 
an expensive, high-rated variety show 
where the cunmlative audience, because 
of steady listening, is almost the same 
for three weeks as it is for four. 

"What would the sponsor lose," he 
said, "if he dropped one week out of 
four? I'm sure a sjjonsor could be 
found to come in every fourth week. 
Goodyear was on TV once a month 
with The Greatest Story Ever Told. 
And how about Buick coming in every 
fourth week in the Berle time slot?" 

This suggestion to a sponsor to hit 
the broadcast audience 12 or 13 times 
a year would have caused advertising 
hands to rise in horror perhaps even 
five years ago. But the climate is 
changing. 

The new attitude runs something like 
this: What is so sacrosanct about ad- 
vertising every seven days? The fact 
that a week is that long is no proof that 
advertising is most effective when re- 
j>eated that often. Don't some adver- 
tisers use monthly magazines success- 
fully? Are spot radio and TV an- 
nouncements alwa)S used in a regu- 
lar, rejietitise pattern? Don t Jack 
Benny. f?ol> Hope and Martin & Lewis 
draw big audiences in their occasional 
appearances? How often should mail 
order advertising be used? 

The questions, of course, answer 
themselves and point up the inference 
that the answers are flexible. It de- 
l)ends, in short, on the product, the 
geographical distribution of the prod- 
uct, the goal of the advertising cam- 
paign, the type of person the advertis- 
ing is aimed at. the size of the adver- 
tiser's budget. 

For example, on the Godfrey show, 
Liggett & Myers advertise Chesterfields 
every week because the cigarette ad- 
vertiser feels he must ride herd on the 
consumer. Some admen feel that the 
basic strategy is to link Godfrey and 
Chesterfields in the public's mind, an 
opinion strengthened by L & M s use 
of Godfrey in the print media. 

However, American Tobacco Co. 
l)lugs Lucky Strike on Robert Mnnt- 
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^ornery Presents ever) other week for 
an hour. Tobacco experts say the com- 
pany's strategy in this case is penetra- 
tion, not dispersion. Furthermore, the 
sponsor identification factor is negligi- 
ble. The actors and actresses are not 
well known and the agency. BBDO, re- 
ports that letters from viewers about a 
play put on during the week when 
Lucky Strike is sponsoring the show 
are often addressed to the Johnson wax 
people (the alternate sponsor), and 
vice versa. 

Lucky Strike had these programs on 
TV at the same time, and weekly, so 
as to get its full required quota of im- 
pressions: Meet the Champ (ABC), 
This is Show Business (CBS), and 
Your Hit Parade (NBC). 

Using the alternate week approach 
doesn't mean that the advertiser is nec- 
essarily forgotten during the in-be- 
tween weeks. At the end of each Rob- 
ert Montgomery Presents show, there 
is a cross plug inserted for the follow- 
ing week's sponsor. On All Star Revue, 
where three sponsors rotate sponsor- 
ship, two sponsors each get a one-min- 
ute cross plug each week while the 
third gets the lion's share of the com- 
mercials. 

Carter Products gets across its re- 
quired quota of ad messages every 
week by using two alternate week 
shows. As mentioned previously, Car- 
ter sponsors City Hospital on CBS but 
it also shares Pve Got a Secret (which 
replaced Crime Photographer) on CBS 
with the Toni Co. Pve Got a Secret is 
an audience participation show and 
Carter (as well as Toni — with God- 
frey) is thus able to attract a wider 
variety of viewers than it would get 
with one of these shows every week. 
The cost is not much higher, either. In 
these cases, too, cross plugging keeps 
the brand name before the viewer's 
eyes as often as possible. 

While it is true that participations 
may solve the same problem answered 
by two alternate week shows, there are 
a couple of reasons why j)articipations 
may not be preferred. The sponsor 
who buys L5 minutes of a half-hour 
show will normally pay the higher 15 
minute time cost. Two sponsors shar- 
ing a program on the same week may 
have disputes about the program for- 
mat and other elements of production. 
There, too, many sponsors like a com- 
plete program to themselves. A drama 
program, for example, can be used to 
tie in the sponsor's name, like the alter- 
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READY FOR MERCHANDISING 
WITH A CAPITAl "M" 

Recognizing the vital importance of merchandising, and 
its relationship to sales, "SPEEDY" has rolled up its 
sleeves for action. WSPD's newly augmented Mer- 
chandising Department, with its eye an every cash 
register in Toledo and close contact with retail and 
jabber outlets will became an integral part of every 
local sales organization. For 32 years this Pioneer 
Station has reached the consumer and created buyer's, 
desire — now we are reaching out as a working partner 
ta the point of salie. From shelf to cash register — 
Northwestern Ohio's leading sales sfafion is ready to 
Merchandise your product with a capital "M" — to 
"RING UP" mare sales than ever befariB, 




Storer droadcasting Company 



Represented Nationally 
by KATZ 



nating Phiico Tl Playhouse and Good- 
year TV Playhouse. 

The question of program alternation 
(sponsors alternating shows in the 
same spot) in addition to sponsor al- 
ternation is another issue that has heen 
agitating agencymen. The alternating 
of programs has the advantage of va- 
riety, hut there is the helief among 
most admen that the every week listen- 
ing- or viewing-habit is still a force to 
be reckoned with. Two progranrs may 
be more expensive productionwise 



than one because of the possible du- 
plication of directiirg and acting talent. 

Most admen urge that when alternat- 
ing programs are used they be of a 
similar type. Dragnet and Gangbusters 
are an example of this. Sonre agency 
experts wanr of the danger of a weak 
program pulling down the rating of a 
strong alternating show. However, 
there is no cut and dried evidence that 
this will happen. Nielsen rating figures 
for Burns & Allen and Starlight The- 
atre (the weaker show), which alter- 
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nated during the '50- '51 season show, 
for example, fairly parallel ups and 
downs between the pair, but nothing 
that indicates that one has any strong 
effect on the other. 

All the evidence points in this direc- 
tion: A strong show will hold its own 
whether it is on every week or not. 
This appears to be just as true of regu- 
larly scheduled shows as a one-shot 
Jack Benny production. It appears to 
be true, strangely enough, despite some 
evidence that people prefer a weekly 
show. 

An Advertest Research study last 

"Intensified selling and advertising are 
necessary to educate and stimulate the 
desires that can lead to a higher stand- 
ard of living." 

ARNO H. JOHNSON, V.P. 
J. Walter Thompson 

year on alternating of programs (one 
of the few studies on alternate week 
advertising) brought out that 68.2% 
of those questioned preferred the 
weekly show, preferred the al- 

ternate week show and 20.1% had no 
preference. 

A sponsor who buys one of two al- 
ternating programs always faces the 
possibility of coming up against this 
problem: If one of the programs has a 
low rating, it stands a good chance of 
being dropped eventually in the one- 
station markets and replaced by a good 
every week program. The other alter- 
nate show would, of course, go down 
the drain with it. Even in the case of 
alternate sponsorship of the same show, 
there is the chance that one of the 
partners will drop out. If he cannot 
be replaced, and the network can sell 
the time every week to one or more 
other sponsors with a different show, 
the remaining partner may have to go 
hunting for TV time. 

One of the long range issues having 
to do with alternate week advertising 
concerns the networks themsebes. 
Will rising costs limit network TV to 
the big advertisers? Many admen say 
that the networks, for their own good, 
should try to bring in as many adver- 
tisers as possible, that TV will be 
healthier in the long run if that is 
done. It may be that new methods to 
do this will be developed in the future. 
Right now, alternate week sponsorship 
shapes up as a pretty good answer, 
not only for the networks but the ad- 
vertiser, -k -k -k 




^ "HUGHIE" JEHNINGS 

In Hit By Pitch, 

WHEC 

In Rochester Radio! 



IN ROCHESTER 432 weekly quarter hour periods ore 
Pulse surveyed and rated. Here's the latest score,— 



WHEC 

FIRSTS 216. 

TIES 35. 



B 

159. 
35. 



C 
.20. 
. 0. 



D 

.0. 
.0. 



E 

.0. 
.0. 



F 

0 
0 



WHEC carries ALL of the "top ten" daytime shows! 
WHEC carries SIX of the "top ten" evening shows 

PULSE BI-MONTHLY REPORT— MARCH-APRIL, 1952 
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BUY WHERE THEY'RE LISTENING:- 





NEW YORK 
5,000 WATTS 
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MOVIES ON THE AIR 

{Continued from page 39) 
cy, Donahue & Coe, had to settle for a 
one-minute film commercial consisting 
of an original jingle, a quartet, and a 
rain effect. Use of this film on TV, 
according to an agency spokesman, 
"Gave us a slight improvement in some 
situations, but the cost of the cam- 
paign didn't seem to justify Itself." 

It seems paradoxical that Metro, 
which played such a prominent part in 
building the "star" system should be 
unable to use its most valuable assets 
to hypo the box office. Metro with- 
held its key performers from radio for 
many years, but recently made a deal 
with Mutual Broadcasting Ssytem for 
10 packages showcasing Metro talent. 

Indications are that Metro is now 
negotiating with Screen Actors Guild 
to permit use of clips from its pictures 
for advertising and promotion via TV. 

But Metro is definitely cutting back 
its radio advertising budget. As recent- 
ly as a year ago the company was 
spending an estimated $800,000 for a 
52-week schedule of radio announce- 
ments over 100 stations in 50 cities. 
Today, Metro has 52-week schedules 
in less than a dozen markets, seems to 
be concentrating its efforts on such 
high-budget items as "Quo Vadis" and 
Ivanhoe. 

Although both Metro and its agency 
refuse to comment on the company's 
advertising policies, it is logical to as- 
sume that the principal reason for elim- 
ination of the 52-week schedules is 
that the studios are not turning out 
enough pictures to warrant year-' round 
ladio efforts. Like its fellow film-mak- 
ers, Metro is cutting down on "B" pic- 
tures, pinning its hopes in the battle 
with TV on super-duper "A" produc- 
tions to lure patrons into theatres. A 
general financial belt-tightening has 
been put into eflect. 
Twentieth Centiiry-Fox has been 
indirectly affected by MGM's non-TV 
contracts. Getting ready to give the 
all-out treatment to Hemingway's 
"Snows of Kilimanjaro," Twentieth 
had to eliminate TV plans because the 
co-star of the movie, Ava Gardner, is a 
loan-out from Metro. Actually, it is 
only in recent months that Twentieth's 
contract with its stars have included 
the TV-for-advertising-only clause. 

Consequently, Twentieth has only 
used TV experimentally to date. But 
this studio has made extensive use of 
radio. Buying patterns have evolved 
and a Twentieth Century spokesman 



COL UMBUS.GEOmA/ 




Yes, Sir! There's enough snow on our TV screens to 
blanket an area almost as large as the coverage area of 
WRBL! The lUG difTerence is RECEP TION— satisfac- 
tory reception, that is. In Columbus, RADIO is more ef- 
fective than ever before. WRBL and WRBL-FM com- 
pletely blanket the Columbus Trading Area. Tops in 
Share -of-Audiencc . . . Morning, Afternoon, Evening. 
Number One in ratings . . . 115 out of 163 reported 
periods. 18.7% MORE COVERAGE than ANY OTHER 
Columbus advertising media. Nearing our 25th Anniver- 
sary, WRBL is FIRST ... in POWER, in PROGRAMS, 
in PRES riGE, in PROMOTION. 
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YOU NEED 
THE ir STATE 




TO WIN! 



Yes. you slioiild surely iiieliide the 
Ireinendoiis W (iY^ eoverafje area 
in making your ''eaii<Hclale's"' 
eampaifjn ])laii.s. 

W(iY is a "imtst"'' market area 
for yon and your sponsor. (Cover- 
ing 53 eoimlies in Eastern l^pstale 
New York and \<'eslern New Eng- 
land for the past 30 years, W'GY is 
the top station in the area. 

Not eonfniecl to a single eity. 
WGY blankets 22 eilies with a 
population of 10,000 or more. 
Just look at this market data! 
Conij>ared to the major metro- 
politan centers in the nation an<l 
based on figures in the 1952 Survey 
of Buying Potver, the W (jJ^Y area 
is exceeded only by New York an<l 
(Chieago in population, total retail sales and food sales! 

The WGY area ranks 4th in Furniture-Household, Drug 
an<l Automotive Sales and 5th in General INterehandise Sales 
M'hen eompare<l to the major eilies of the roiiulry. 

Containing large rural and urban populations, the 17th 
State* represents a true cross section of the country. Make 
sure your sponsor scores plenty of votes for his product in 
the form of sales by incliuling the 17lh Stale* in your 
eam|)aign plaiis. 

YOU CAN COVER THE l?'" STATE* 
WITH ONLY ONE STATION 



*The JVGY rm eragp area is so tianicd because 
its effective huyiug income excee<is that of 32 
of the nation's States. 



WGY 



Studios in 
SCHENECTADY, N. Y. 



Represented 
Nationally 
by 

HENRY I. CHRISTAL 



says, "After the results we've had in 
the past, it would be ridiculous to leave 
radio out of our advertising plans." 

Every key Twentieth release gets a 
solid radio buildup. But, according to 
Marty Michel. Twentieth Century's 
director of radio and TV, "The gim- 
mick has to be there. If the announce- 
ment you dream up is such that you 
could use it for a different picture just 
by switching titles — well, you've got a 
bum announcement. Sometimes you 
have to stretch a jioint a little for an 
angle, but it's worth it to get a dis- 
tinctive canijiaign."' 

In the case of the Bette Davis and 
Gary Merrill movie "Phone Call From 
A Stranger' the problem was simply 
that of having a "name" actress in a 
picture that would draw only so-so re- 
views. The campaign used in drawing 
crowds to New York's Roxy Theatre 
illustrates Twentieth Century's general 
radio strategy. 

Using \^'NEW. WMCA. WMGM, 
and WINS, New ^ ork. a teaser cam- 
paign was started a week prior to the 
film's opening date. From five to 12 
times daily, listeners of each station 
heard a 10-second transcription of 
which this is one example: 

Ring of telephtmc . . . repeat 

1st Voice: Hello 

2nd J^oice: This is a stranger calling. 
I was with your wife last night. 

15/ Voice: Where is she? What 
have you done to her? 

2nd Voice: If I could see you . . . 

15/ I'oice: Who is this? 

2nd Voice: This is a "Phone Call 
from a Stranger." 

More than 400 announcements were 
used in the 10-day period, and the 
Roxy Theatre could see tangible re- 
sults from the opening day onward. 
The theatre had been averaging a two- 
week run for its pictures, but had to 
hold "Phone Call"' over for an addition- 
al week to accommodate the crowds. 

The success of the campaign makes 
a study of its planning and execution 
of value not only to members of the 
motion picture industry but to other 
air advertisers as well. 

"We believe that the audiences gath- 
ered by network radio stations are very 
selective and tune in only for specific 
programs,'' the Twentieth Century 
spokesman ex])lained. "On the other 
hand, independent outlets seem to have 
very loyal listeners. Then, again, buy- 
ing a saturation campaign on a net- 
work station is a very expensive propo- 
sition and you've got all kinds of liead- 
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aches about getting spotted next to a 
top-rated show. 

"Adjacencies are a tricky subject, 
anyway. We believe tliat people have 
a pretty good idea of what they're go- 
ing to listen to throughout the entire 
evening and have a tendency to switch 
to the next program before the one 
they are listening to is completed. For 
that reason,'" Twentieth's executive con- 
tinued "we'd buy a pre-spot rather 
than a post-spot when we use network 
stations. We'd also prefer to get a 
spot between shows rated No. 3 and 
No. 4 than between a No. 1 show which 
is followed by one that is rated No. 15. 

"For the 'Phone Call From A Stran- 
ger' campaign we had a natural gim- 
mick. We know darn well that few 
people concentrate their attentions on 
listening to the radio. Most folks arc 
only half-listening and you have to do 
something to attract them from their 
reading, housework, or other occupa- 
tions. The ringing of a telephone made 
them stop and listen to our announce- 
ments because they weren't sure wheth- 
er the noise was coming from the ra- 
dio or whether it was their own tele- 
phone ringing. 

"The first sentence spoken after the 
phone stopped rii>ging incorporated the 
name of one of the stars. For instance: 

Ring of telephone . . . repeat 

Gary Merrill: Hello. 

Girl's Voice: Vd like to talk to Gary 
Merrill. 

Gary Merrill: Well, this is Gary Mer- 
rill speaking. 

Girl's Voice: Well, this is a phone 
call from a stranger. 

Gary Merrill: Hey! that's the name 
of my new picture! 

Girl's Voice: Yes, 1 know, Mr. Mer- 
rill. That's why I called. And I think 
you are just divine in "Phone Call 
from a Stranger." 

Gary Merrill: Thanks, that's mighty 
nice of you. 

Girl's Voice: It's so seldom that one 
sees a picture so full of heart and 
warmth. And I think the other stars 
are wonderful, too: Bette Davis. Shel- 
ley Winters, Michael Rennie — not to 
mention my favorite. Gary Merrill. 

Gary Merrill: Well, you've really got 
mc blushing. 

Girl's Voice: I'd like to tell you that 
you are terrific and especially in 
"Phone Call from a Stranger." 1 can't 
remember a belter picture. 

Gary Merrill: Well, I certainly can't 
remember when I've had a nicer phone 
call. By the way, what's your name? 




to sell Memphis 

you need Both 




— to give you the selling punch 
in this two billion dollar market 



owned and operafed by the Commercial Appeal 
National Representatives - The Branham Company 
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SPOT RADIO? 

Spot radio lets you hand-pick the station which will 
do the best selling job for you — market-by-market. 

SOUTHWEST VIRGINIA? 

Southwest Virginia, of which Roanoke is the hub, 
is a complete market within itself. It represents 
about one-fourth of Virginia's total buying power. 

WDBJ? 

WDBJisa 28-year-old pioneer in this rich market 
— a consistent leader year after year in listener 
loyalty, prestige, coverage, and sales results! Ask 
Free & Peters! 



Ebtablinlied 1924 . CB& Sine* 1929 
AM . BOOO WATTS . 9fiO KC 
FM * 41,000 WATTS . 94.9 MC 



■ ■ ^ ROANOKE, VA. 

Qwtirii ortd Optiaied by ihf TiMES-WOItLD CORPQUATlOS 
FREE & PETERS, INC.. National ftepr^spntaiivea 




In One Ear... 



. . . but NOT out the other! Cen- 
tral Ohioans listen to WBNS-Radio 
with both ears. We know they pay 
attention to commercials as well as 
popular CBS and local programs- 
It pays to point selling messages at 
an audience of 1-1/^ million which 
responds to selling messages be- 
cause it hears them. Products ad- 
vertised over WBNS earn impres- 
sive sales figures and a large share 
of this 24-county Billion Dollar 
market. 



ASK JOHN BLAIR 




CENTRAL OHIO'S ONLY 



WINS — S.OOO 
WHD FM— S3.000 
(OIUMIUS. OHIO 



OUTLET 



Girl's Voice: Let's just let this be a 
"Phone Call from a Stranger." Good- 
bye. 

Gary Merrill: Goodbye. Thanks for 
your phone call. Stranger. 

"We don t know whether the series 
had an 'annoying factor' or a 'pleas- 
ing factor','' the spokesman says, "but 
it certainly drew the crowds to the 
Roxy." 

Weird cries and sound effects are 
frequently used to attract attention. 
During the "Viva Zapata" campaign, 
Twentieth Century amplified a heavy 
radio schedule by hiring kids to rim 
through the streets yelling "Viva Za- 
pata" at the top of their lungs. The 
ringing cry of "Kangaroo" was used 
successfully in making housewives cut 
off their vacuum cleaners long enough 
to find out what kind of noises were 
coming out of their radios. Twentieth 
Century received comjilinients from ex- 
hibitors all over the country for a se- 
ries of transcriptions they made in con- 
nection with the Jane Froman pic- 
ture, "With a Song in My Heart." 
With the Froman voice singing ex- 
cerpts from five of the picture's songs 
in the background, the announcer gave 
a real pitch for "the heart warming 
story of the girl who survived a horri- 
I hie plane crash, married her rescuer, 
and sang happily ever after." 

None of the movie comjianies spend 
nmch on radio "A" time. Their sched- 
ules lean heavily on early morning, 
daytime, and late evening spots. Twen- 
tieth Century's Marty iMichel says, 
'"Your well-established independent 
stations have loyal audiences through- 
out the day, winter and summer. We 
think that we get a lot out of the auto- 
radio listeners. Our main purpose is 
to familiarize the audience with the 
name of the picture, the stars, a hint 
as to the picture's content, and the 
name of the theater in which it's play- 
ing. Then ^vhen the husband, or wife 
as the case may be, suggests a specific 
movie the other members of the family 
will be sufliciently familiar with our 
current offering to cast a vote for our 
product." 

Despite the proved effectiveness of 
radio, newspaper advertising continues 
to bulk heavily in motion ])icture ad- 
vertising, most of it done on a co-oji 
basis between the picture producers 
and theatre owners. Because of tho 
government decree ordering the di- 
vorce between the producing and ex- 
hibiting ends of the business, individ- 
ual advertising contracts between the 
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producers and theatre owners vary 
greatly with a good deal of dickering 
going on between the two factions. 

But over and above the efforts of 
the individual companies to promote 
their specific jjroducts are a number 
of developments which indicate the 
growing understanding and coopera- 
tion between the motion picture in- 
dustry and broadcasts. 

Less than a year ago, Dr. Ernest 
Dichter, a psychological consultant, 
published "'A Pilot Study on the Rela- 
tionshij) Between the TV and Motion 
Picture Industries." Among his find- 
ings was the conclusion that TV and 
motion pictures are compatible under 
certain conditions and that the prob- 
lem is not TV versus motion jjictures. 

Said Dr. Dichter, "We find that the 
TV set owiier is not the theatre's 'lost 
audience.' Rather it is the movie in- 
dustry that has lost a channel of com- 
munications with the TV viewer and 
has failed to keep pace with his change 
of psychological attitude toward selec- 
tion of entertainment." 

The psychologist also pointed out; 
"The film industry has failed to sell 
one of the most important ajjpeals of 
theatre attendance: the 'festival atmos- 
phere' of movie-going. Depth inter- 
views show that there is excitement in 
ihe preparation to go to the movies, 
in the selection of a film, in the antici- 
pation of pleasure during the journev 
to the theatre, in the 'festival atmos- 
phere' of the theatre itself and in the 
good emotional reaction after leaving 
the theatre. For these very reasons, 
popcorn is an essential part of a mov- 
ie evening. The movie industry must 
now use 'psycho-popcorn' in its sales 
approach."' 

Out of this study a program called 
' What's Playing" was developed by 
Denibv, Broun & Co. (then The Dem- 



by Co. ) . The program consisting of 
excerpts from current and preview 
movies, as well as interviews with mov- 
ie stars, was aired over WJZ-TV for 
39 weeks commencing last winter. Us- 
ing first Maggi ]Mc\ellis, and later 
John Conte, as m.c, the show received 
enthusiastic cooperation from some of 
the movie comj)anies, lukewarm help 
from others. Picture excerpts were 

S'TIk" ronihinatioii of tin- salos effee- 
t!veii«'!.s of radio, the groiit size and 
coiilinniiig growth of I'iidio, lhi> onor- 
nioiiis uncoil II ted aiidieiie<> to radio and 
it:, hnge counted a ii<lieiie«' — this oonihi- 
iialioii of faets c<)nvin«H"s iiie coiiipletely 
that the years ahead will he hriglil ones 
for network radio.** 

JOHN KAHOL, V.l'. 

CliS Radio 

supplied l)y Universal, United Artists, 
Columbia, Republic, RKO. Twentieth 
Century and Paramount supplied stars 
for interviewing purposes. MGM came 
through with a pair of sandals worn by 
Robert Taylor in "Quo Vadis." 

At the end of the first 13 weeks, a 
survey ,of viewers disclosed that 80% 
of those responding had been influ- 
enced in their movie attendance by 
"What's Playing"; that 60^T could 
name specific movies which "What's 
Playing ' helped induce them to attend. 

Myron L. Broun reports that spon- 
sors are now being lined up and the 
show will be back on the air very 
shortly. Also that national syndication 
is planned. 

The nio=t recent mutual-appreciation 
development was announced by Ted 
Cott. NBC v. p. and general manager 
of WNBC-WNBT, New York. He an- 
nounced that NBC's flagship stations 
were combining forces with the Mo- 
tion Picture Industry Committee of 
Greater New York. This plan encom- 



passes approximately 500 theatres in 
the New York area and about 30 thea- 
tre chains including Brandt, Skouras, 
Loews, Century, RKO, and others. 

The project, designed to give "edi- 
torial supj)ort" to the movies, kicks 
off 8 Septend)er on the Shitch Hender- 
son Show on WNBC with a listing of 
current and j)opular movies to be giv- 
en by Skitch on his morning and eve- 
ning radio shows. Other promotional 
projects will Include a Hollywood, 
L.S.A. weekly variety show. 

Also, a tlocumentar)' series ol pro- 
grams, dramatizing the men who make 
the movies, the director, writers, etc. 

One of the major promotional plans 
of the tie-in will be a "super movie of 
the month." WNBT-WNBC plan to 
make a tie-in with major supermarket 
( hains, many of whom are already a 
part of the station's "chain lightning" 
operation, to promote the picture of 
the month. Proprietors and managers 
of supermarket chains will select the 
top picture of the month, through spe- 
cially arranged previews, and will pro- 
mote the movie chosen, in each of the 
jtarticipating stores. 

On TV, Station WNBT will present 
a daily list of current and popular 
films, at intervals throughout the day. 
and beginning \S September, a five- 
minute, five-a-week program will be 
presented in the early evening hour, 
featuring interviews with the top stars 
and using clips of the forthcoming pic- 
tures whenever available. 

Just how nmch cooperation the pic- 
ture producers will give this coopera- 
tive effort is not known at this time. 
You may be sure that exhibitors will 
bring pressure to bear on their sup- 
pliers. The theatre owners read the 
trade papers; they know how radio 
and TV advertising can stimulate their 
box offices. * * * 
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SAN DIEGO'S 

TV STATION 

CALIF'S. 
THIRD MARKET 



San Diego's 
FOUR MAJOR AIR- 
CRAFT PLANTS Kave 
36,617 employees! 



Wise Buyers Buy 
KFMB-TV, AM 

TV - CHANNEL - I, AM . 3»l K. C, 

KFMB ' SHi ond Adi, San Dicgt I, OtXil, 
Represented by 
The Branham Co. 



If it's a 
University Town 

you want, 
We have it too. 

Montana State 

with 
2500 students 

Bonus 

7^ /fit '^U4^ SMcoiU 




KGVO-KRIIfl 



5000 Watts 250 Watts 

Night & Day Night & Day 
. MISSOULA ANACONDA 
BUTTE 



MONTAI^A 

THE TREASVItE STATE OF THE 4S 

Representatives: 

Cill-Keefe & Perna, Inc. 
N. Y., Chi., LA., and S.F. 



ROUNDUP 

(Continued jrom page 43) 

Kenyon & Eokhardt; John McQuigg, 
Detroit manager. Lenneii & Newell, 
f ile Jiiodel is now on display in the 
television department of the J. L. Hud- 
son (Company, Detroit department store. 
» » « 

In an effort to explain motion pic- 
ture making so that anyone can under- 
stand it. Charles W. Curran. president 
of Times Square Productions, New 
York, has written a "Handbook of Mo- 
tion Picture Technique for Business 
Men." Aimed at ad managers, agency 
and TV exe<'utives who deal increas- 
ingly with fdm. the book covers every- 
thing from costs to production details 
to a glossary of terms peculiar to the 
business. The manual is available for 
$1.00 from Times Square Productions. 
145 West 45th Street. New York. N. Y. 
» * » 

Some years back one cigarette com- 
pany struck a highly competitive atti- 
tude toward the candy industry in its 
advertising. Today, and in contrast, 
Philip Morris & Co., Ltd. has joined 
hands with the sweets business in a 
partnership sales effort. That company 
is distributing its third series of stick- 
ers to boost candy sales; it has pre- 
viously placed more than 250,000 in 
candy, cigar, drug stores, on vending 
machines, etc. On the current sticker, 
Philip Morris" Johnny points to the 
slogan: "Ever) bod) loves good candy. 
Take some home today and don't for- 
get to 'Call for Philip Morris"." 

« K « 

WNEW, New Y'ork, uses singing 
commercial-style jingles to popularize 
fine arts and culture. Aired since June, 
these transcribed "Lively Arts Jingles" 
( over modern art. architecture, opera, 
classical music and literature in catchy 
commercial style, incorporate live an- 
nouncements on current cultural ac- 
tivities in the area. New York's Mu- 
seum of Modern Art. among other or- 
ganizations, has contacted the station 
with thanks. Audience mail asking for 
specifics has i>een heavy, and 11 sta- 
tions have requested permission to use 
the jingles. 

* * if 

For the second year. Henr) J. Kauf- 
man i Associates. Washington. 1). C. 
has captured the (Garfield Trophv. 
which is awarded annually to the ad- 
vertising agency winning the most 
awards in the creative competition 
sponsored by the National Advertis- 



ing Agency Network. Competing with 
29 other agencies, Kaufman received 




18 awards in 15 classifications ranging 
from magazines, house organs, and 
jjublic relations to radio and TV pro- 
grams and announcements. In photo 
above, Henry J. Kaufman, president 
of the agency, accepts the trophy; (1. 
to r.) Harry Hoffman, Hoffman & 
York, Milwaukee; Kaufman; Oakleigh 
K. French. Oakleigh R. French Associ- 
ates. St. Louis: William F. Sigmund. 
partner and creative director of Kauf- 
man, -k -k -k 
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NBC TV network sponsored shows 
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Sets are tuned 

24 Hours a Day 



John Blair &- Co. 
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C OST 


TYPE 


TIME 




AGENCY 


ORIGINATION 


Cavalcade of sports 


$40,000 


Boxing 


Varies with 
length of event; 


Gillette 


Maxon 


N. Y. 


Colgate Comedy Hour 


$50,000 


Comedy Variety 


1 hr. l/wk 


Colgate 


Sherman -Marquette 


Hlywd. 


Dennis Day- 


$20,000 


Musical Variety 


30 mIn. l/wk 


RCA 


J. Walter Thompson 


Hlywd. 


Dinah Shore 


$22,000 


Musical Variety 


15 min. 2/wk 


Chevrolet 


Campbell-Ewald 


Hlywd. 


Dragnet 


$21,000 


Mystery &. Detection 


30 mIn. alt/wk! 
with Gangbuster! 


Liggett &. Myers 


Cunningham &. Walsh 


Film 


Eddie Mayehoff 


$20,000 


Comedy Variety 


30 mIn. l/wk 


Reynolds Metals 


Buchanan 


Film 


Firestone Theatre 


$20,000 


Drama 


30 mIn. l/wk 


PSlG 


Compton 


Film 


Ford Theatre 


$22,000 


Drama 


30 mm. l/wk 


Ford Motor 


J. Walter Thompson 


Film 


Gabby Hayes Show 


$7,000 


Children's Show 


15 mIn. 5/wk 


Quaker Oats 


Sherman &. Marquette 


N. Y. 


Gaiigbusters 


$13,500 


Mystery &. Detection 


30 min. alt/wks 
with Dragnet 


Liggett & Myers 


Cunningham &. Walsh 


Film 


Goodyear Television Playhonse 


$28,000 


Drama 


1 hr. alt/wks 

with Phiirn 

Willi ■lllll.l' 


Goodyear Tire 


Young &. Rublcam 


N. V. 


Greatest Fights 


$2,500 


Sports 


15 min. l/wk 


Chesebrough 


Cay ton 


Film 


Hallmark Hall of Fame 


$13,000 


Drama 


30 min. l/wk 


Hall Brothers 


Foote, Cone &. Belding 


N. Y. 


Haickms rails 


1 1 n nnn 

9 1 u,uuu 


Soap Opera 


1 ^ min ^ /\u\t 
ID III 1 ll- D/ W K 


i_tivcr [3rv3. 


N W Ayer 


Ch !cago 


Howdy Doodr 

i 


$1,450 

(per 1/4 hr.) 


Children's Show 


30 min. 5/wk 


Kellogg (two 1/4 hrs.) 
Colgate 

Continental Baking 
Standard Brands 
Welch Grape Juice 
International Shoe 


Leo Burnett 
Ted Bates 
Ted Bates 
Ted Bates 

Doherty, Clifford &. Shenfleld 
Henri, Hurst &. McDonald 


N. Y. 


I Married Joan 


$29,000 


Comedy Situation 


30 min. l/wk 


General Electric 


Y&R 


Film 


Kate Smith 


$3,500 

(per 1/4 hr.) 


Musical Variety 


1 hr. 5/wk 


P&.G (four 1/4 hrs.) 
Nestle 

Doeskin Prods. 
Johnson &. Johnson 
Pillsbury Mills 
Gerber Products 
Penick &. Ford 
Minute Maid 
SImonij 
Knomark 
Glldden 
Toni 


Compton 

Cecil &. Presbrey 
Grey 

Young &. Rublcam 

Leo Burnett 

D'Arcy 

BBDO 

Ted Bates 

SSCB 

EmIl Mogul 

Meldrum &. Fewsmlth 

Foote, Cone &. Belding 


N. Y. 


Kraft Theatre 


$20,000 


Drama 


1 hr. l/wk 


Kaft Foods 


J. Walter Thompson 


N. Y. 


Kukla, Fran & Ollie 


$4,000 


Children's Show 


30 min. l/wk 


RCA 


J. Walter Thompson 


Chicago 


Lights Out 


$10,000 


Drama 


30 min. l/wk 


Pearson Pharmacal 


Harry B. Cohen 


N. Y. 


Martin Kane, Private Eye 


$13,500 


Mystery &. Detection 


30 min. l/wk 


U. S. Tobacco 


Kudner 


N. Y. 
















m 
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]%iSC TV ueiworh sponsovetl shows 



PROGRAM 



MppI the Press 
My Hero 



On the Line Willi Conxidiiic 
One Man's Faniily 



Paul Winchell & Jerry Mahoiiey 



Philco Television Playhouse 



Red Skellon 
Robert Monlconiery Presents 

Roy Rogers 



Short. Short Stories 

Texaco Star Theatre (Milton Iterle) 

The Doctor 
This is Your Life 
Those Two 

Treasury Men in Action 



Two for the Money 



Voice of Firestone 



We the People 
Welcome Travelers 



Vou Ret Your Life (Groucho Marx) 
Your Hit Parade 
Your Show of Shows 



COST 



TYPE 



TIME 



SPONSOR 



AGENCY 



ORIGINATION 



$3,500 
$23,000 



Forum, Discussion 
Orama 



30 min. Iwk 
30 min. I »k 



Revere Copper 
Philip Morris 



St. Georges & Keyes 



Blow 



Washington, D,C, 
Film 



$2,000 



$10,000 



Forum, Olscussion 



15 min. I wk 
30 min. I /wk 



Mutual of Omaha 
Miles Labs 



Bozell & Jacobs 
Wade 



N. Y. 
N. Y. 



$16,000 



$28,000 



Comedy Variety 



Orama 



30 min. l/wk 



I hr. alt/wks 
with Goodyear 



Speidel 
Crosley 

Philco Corp. 



H irshon- Garfield 
Benton & Bowles 



Hutch Ins 



N. Y. 



$40,000 
S30.000 



Comedy Variety 
Orama 



30 min. I /wk 
I hr. I wk 



P&G 



American Tobacco 
S. C. Johnson 



Benton & Bowles 
BBOO 

Needham, Louis & Brorby 



Film 
N. Y. 



$22,000 


Western Orama 


30 


min. 


l/wk 


General Foods 


Benton & Bowles 


Film 


$18,000 

(two 'U hrs.) 


Orama 


15 


min. 


2/wk 


Pepsi-Cola 


Bitw 


Film 


$65,000 


Comedy Variety 




hr 3/mo 


Texas Company 


Kudner 


N. Y. 


$17,000 


Orama 


30 


min. 


1, wk 


P&G 


0-F-S 


Film 


$12,000 


Orama 


30 


min. 


1 wk 


Hazel Bishop 


Raymond Spector 


Hlywd. 


$15,000 

(three V-i hrs.) 


Musical Variety 


15 


mm. 


3, wk 


P&G 


Benton &. Bowles 


N. Y. 


$14,000 


Orama 


30 


min. 


l/wk 


Borden 


Ooherty, Clifford & Shenfield 


N. Y. 


$10,000 

(for simulcast) 


Quiz, Aud. Partic. 


30 


min. 


1 wk 


P. Lorillard 


Lennen & Mitchell 


N. Y. 


$18,000 

(for simulcast) 


Musical 


30 


min. 


1 wk 


Firestone 


Sweeney i James 


N. Y. 



$16,000 
$4,500 



Interview 



30 min. 1, wk 



Gulf Oil 



Quiz. Aud. Partic. 



30 min. 5/wk 



P&G 



Young & Rublcam 



Benton & Bowles 



N. Y. 



Chicago 



$18,500 



Quiz, Aud. Partic. 



$30,000 



$27,500 

(per 1/2 hr.) 



Musical Variety 



Comedy Variety 



30 min. l/wk 
30 min. l/wk 
I'/j hrs. I,wk 



OeSoto-Plymouth 

American Tobacco 

R. J. Reynolds VA hr.) 

S.O.S. (Partic.) 
Benrus Watch (partic.) 
Griffin (partic.) 
Prudential C/j hr. alt wks) 
Lehn & Fink (1/2 hr. 
alt wks) 



BBOO 
BBOO 

Wm. Esty 

McCann- Erickson 
J. 0. Tarcher 

Bermlngham, Castleman & Pierce 
Calkins & Holden 
(McCann-Erlckson 
) Lennen & Mitchell 



Film 
N. Y. 
N Y. 



V 







Zoo Parade 


$3,000 




Children's Show 


30 min. 


1 'wk 


Quaker Oats 


Needham, Louis &. Brorby 


Chicago 




ABC TV ttetworh sponsoretl shows 


PROGRAM 


COST 


TYPE 


TIME 


SPONSOR 


AGENCY 


ORIGINATION 


A Date with Judy 


$9,500 




Comedy Situation 


30 min. 


l/wk 


American Chicle 


O-F-S 


N. Y. 


lienlah 


$17,000 




Comedy Situation 


30 min. 


l/wk 


P4.G 


0-F-S 


Film 


Chance of a Lifetinie 


$6,500 




Aud. Partic. 


30 min. 


1 wk 


P. Lorillard 


Lennen &. Mitchell 


N. Y, 


Drew Pearson 


$8,500 
(TV and 


radio) 


News 


15 min. 


l/wk 


Carter Prods. 


Ted Bates 


N. Y. 


Ellery Queen 


$12,000 




Mystery & Oetection 


30 min. 


1 wk 


Bayuk Cigars 


Ellington 


N. Y. 


Faith for Today 


$2,000 




Religious 


30 min. 


1, wk 


Voice of Phophecy 


Laughlin, Wilson, Baxter & 
Persons 


Hlywd. 


Hollywood Screen Ti'st 


$7,250 




Orama 


30 min. 


1 wk 


Ironrlte 


Brooke, Smith, French & 
Oorrance 


N. Y. 
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ABC TV iteiwovk sponsoretl shows 


j PROGRAM 




TYPE 


1 TIME 


1 SPONSOR 


AGENCY 


ORIGINATION 


' Hour of Decision 


$3,500 


Religious 


30 mln. l/wl< 


Billy Graham 


Walter F. Bennett 


Various 




9 1 a.uuu 


Western Orama 


30 mln. I.'wii 


General Mills 
American Bakeries 


0-F-S 

Tucker- Wayne 


Film 


Mystery Theatre 


$1 1,000 


Mystery & Detection 


30 mln. I.wli 


Sterling Orug 


D-F-S 


N Y. 


Oszie & Harriet 


$35,000 

(TV and radio) 


Comedy Situation 


30 mln. 1 'wk 


Hotpoint 
Lambert 


Maxon 

Lambert & Feasley 


Film 


Pud's Prize Party 


$2,500 


Cliildren's Sliow 


30 mln. 1 wk 


Fleer 


Lewis & Gllman 


Phlla. 


Space Patrol 


$4,500 


Cliildren's Sliow 


30 min. I wli 


Ralston Purina 


Gardner 


Film 


Stu Ericin 


$11,500 


Comedy Situation 


30 min. l/wk 


General Mills 


0-F-S 


Film 




(per '/'^ iir.) 


Children's Show 


1 hr. 1 'wk 


Kellogg 
Mars 


Leo Burnett 
Leo Burnett 


Chicago 


Tales of Totnorrow 


$i 2,500 


Drama 


30 mln. 1, wk 


Kreisler 
Masland 


H irshon' Garfield 
Anderson & Cairns 


N. Y. 


The Name's the Same 


$7,000 


Aud. Partic. 


30 mln. I^wk 


C. A. Swanson 
Bendix 


Tatham-Laird 
Tatham -Laird 


N. Y. 


Tootsie Hippodrome 


$4,500 


Children's Show 


30 min. l/wk 


Sweets Co. 


Moselle & Elsen 


N. Y. 


Walter W inchell 


$15,000 

(TV and radio) 


News &. Commentary 


15 min. 1 wk 


Gruen 


McCann-Erickson 


N. Y. 


You Asked for It 


$11. 500 


Variety 


30 mln. 1 wk 


Sklppy Peanut Butter 


Guild, Baseom & Bonfigii 


Film 




DU iffOiVT nettvorh sponsored shows 


PROGRAM 


COST 


TYPE 


TIME 


SPONSOR 


AGENCY 


ORIGINATION 


Broadway to Hollywood 


$4,500 


Variety 


30 min. l/wk 


Tydol Gasoline 


Lennen & Mitchell 


N. Y. 


J Captain Video 


$7,500 


Children's Show 


30 mln. 5/wk 


General Foods 


Benton & Bowles 


N. Y. 


1^ Cavalcade of Stars 


$16,000 


Musical Variety 


1 hr. l/wk 


Orugglsts of America 


Product Adv. Corp. 


N. Y. 


Fatuous Fights From 
Madison Sq. Carden 


$2,750 


Sports 


15 min. l/wk 


Adam Hats 


HIrshon- Garfield 


N. Y. (film 
and live) 


Happy's Party 


$1,250 


Children's Show 


30 min. l/wk 


Florida Citrus Commission 


J. Walter Thompson 


Pittsb. 


Keep Posted 


$2.50e 


News 


30 min. l/wk 


Curtis Publishing 


BBOO 


Washington, 0,C. 


i Kids & Company 


$2,500 


Children's Show 


30 min. i/wk 


International Shoe 


D'Arcy 


N. Y. 


Life Begins at 80 


$3,000 


Forum, Oiscussion 


30 min. l/wk 


Serutan 


Franklin Bruck 


N. Y. 


Plainclothesman 


$6,500 


Mystery & Detection 


30 min. 1 wk 


Larus & Bro. 


Warwick & Legler 


N. Y. 



In Boston 
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CHRIS EVANS' 

additional half hour 

1.00 to 1.30 P.M. 
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Ringside Iiitervincs 


$1,250 


Interview 


15 


min. 


l/wk 


Bayuk Cigars 


Ellington 


N. Y. 




Rocky King 


se.soo 


Mystery & Detection 


30 


min. 


l/wk 


American Chicle 


D-FS 


N. Y. 


Sports Shotvcase 


$1,500 


1 nterview 


15 


min. 


l/wk 


Boyle-M Idway 


W. Earl Bothwell 


Chicago 


Where Was I? 


$7,500 


Qui2 


30 


min. 


/wk 


Wine Corp. of America 


Weiss & Geller 


N. Y. 



Sponsored network radio shows with their talent and production costs 
will be published in 22 September issue of SPONSOR 



SPONSORED NET TV 

{Continued from page 29) 

and as a prestige builder for its prod- 
uct line and salesmen, the show, say 
Colgate executives, has been a highly 
successful operation. From here on in, 
add these executives, the tendency of 
the Colgate research department will be 
more in the direction of measuring 
sales. 

6. Sponsors and agencies who are 
critical of the price increases on their 
packages contend that regardless of 
what the networks may say about 
union charges there is still room for a 
lot of economic trimming in produc- 
tion setups and technifjues. The net- 



works' answer to this is that they have 
been reorganizing their operations 
and paring costs vigorously in the past 
several months. Said a network offi- 
cial: "'It is true we are now making a 
profit on our program production op- 
erations, but it's a comparatively small 
profit in relation to the investment in a 
show. Even though our nighttime 
schedule is pretty well sold out, we rec- 
ognize the necessity of preventing pro- 
gram costs from crashing through the 
ceiling and are doing ail we can in 
finding devices, both mechanical and 
human, that will reduce costs for the 
program buyer. 

7. Network executives appraise the 
lineup of sponsored programs for the 




FIT NICE AND EASY! 




They're not too tight for 
comfort ... not so loose they're 
baggy — just good and easy! 

You see, like the old. ..but so sage 
...story of the big frog in the little 
pond, we believe in concentration! 
And, it's more than paid ofT. By 
staying in and growing with our 
own familiar neighborhood where 
we know our way around... 
where everybody knows the 
service we've rendered these past 
26 years... we've built a solid, 
ever-growing following among 
the local boys (the boys who stay 
home too, and check results). 

And, if you've any doubt about 
the kind of a selling job WIOD 
can do for you here in our 
billion plus, lower East Coast 
neighborhood... just ask your 
Hollingbery man! 



James M. LeGate, Genera/ Manager 

5,000 WATTS • 610 KC • NBC 

National /?ep., George P. Hollingbery Co. 



fall as a huge improvement in quality 
as compared to the 1951-52 season. 
One of them noted that sponsors are 
willing to pay the price to stake out 
strong TV franchises on established ra- 
dio properties, citing General Foods' 
sponsorship of Our Miss Brooks and 
Life ivith Luigi as cases in point. 
{Miss Brooks is quoted at $30,000 and 
Lidgi, at $25,500 in the table of net- 
work TV programs and Uieir costs on 
pages 30-31.) 

8. While the networks have put 
their already sold shows on a profit- 
taking basis, tliey are willing to main- 
tain the old policy of price conces- 
sions in regard to shows that advertis- 
ers will underwrite in what the net- 
works call "trouble spots." For in- 
stance, CBS will absorb up to $5,000 of 
the cost on any one of four of its 
packages that it would like to pit 
against Milton Berle and Your Show 
of Shows on NBC. These "bargain" 
packages for sponsors comprise the 
Red Button Show, the Alan Young 
Show. Leave It to Dad (with Eddie 
Albert) and U. S. A. Canteen (with 
Jane Froman). NBC is prepared to 
make similar "contributions ' to the 
costs of a program that a s])onsor 
would agree to place opposite CBS' 
top-rater, / Love Lucy. (Ad agency- 
men are }3rone to describe these ma- 
noeuvers to crack the other network's 
top rating positions as the "battle of 
the concessions. ') 

9. The ad manager for a company 
whose TV show budget this year will 
go over the S5,000,000-mark told 
SPOVSOR that he was beginning to look 
with dour reappraisal at the "maga- 
zine pattern" which the networks, espe- 
cially NBC, have been touting. (This 
pattern is predicated on the idea that, 
the network furnished the editorial, or 
show, material, and the advertiser's 
role is limited to furnishing t^ie copy, 
or commercial. Counnented this ad 
manager: "in theory the plan suggests 
a sound economic setup for the adver- 
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tiser who wants to get in on a high- 
rating, prestige program. But the ba- 
sic idea begins to appear awry when 
the advertiser is slapped with a suc- 
cession of stiff increases. We didn't 
expect tlie networks to go on taking a 
loss from their shows, hut we didn't 
think they'd start pricing us out of the 
medium so abruptly." 

10. The number of network T\ 
shows produced by ad agencies reaches 
its lowest ebb with the fall alignment. 
At the rate things are going agency ac- 
tivity in this phase of media prepara- 
tion will probably be reduced within 
the next two or three years to neg- 
ligible proportions. 

11. Another distinguishing feature 
about the fall's sponsor lineup is the 
unusually small percentage of turn- 
over. TV from all evidences has be- 
come a 52-week operation as far as 
network sponsorship is concerned. 
Advertisers have become increasingly 
loath to retire network participation 
for the summer out of fear of not being 
able to regain the stations they want in 
the fall. Again, there appears to be a 
tendency to stick by their chosen pro- 
grams for longer periods; hence an ap- 
preciative drop in the rate of casualties 
associated with network program 
sponsorship. 

12. Ad agencies report they find 
that the business of TV film produc- 
tion has become pretty well standard- 
ized as to costs. Established freelance 
producers are offering their wares at 
about the same prices. Half-hour dra- 
matic shows with semi-names now fall 
within the limited margin of $22,500 
to $24,000. Agencymen take this as 
a marked sign of stabilization in the 
film producing field. 

In commenting on the complaints 
about program cost hikes from spon- 



sor ([uarters, network ofiicials state 
that their px[)lanations do not imply 
their being on the defensive. Said a 
CHS official: 

"The way prices are going up on 
our packages does not indicate net^es- 
sarily the wa\ costs are going up for 



^'Al <>ii(> liiiio and oilier utiverliMiiiK iias 
devised elliieal cod<'S, codes of business 
praeliee, and llie like. I hav<> no quarrel 
Willi these; ihey serve a useful purpose. 
Itiil in llie la!«l analysis, a eode, how- 
ever {;oo«l in iheory, in jiraclice is only 
as good as ihe iulegrily of ihe persons 
who siihscribe lo il." 

DEAN JAMES E. IVleCAKTilY 
College of Commerce 
Notre Dame University 



us. The advertiser last year in many 
instances bought below cost. He is 
now paying the full price, hut that is 
what he should accept as a logical and 
sound business practice. Sponsored 
live shows may be in a profit position, 
hut the advertiser is still buying his 
film product below cost, with the net- 
work hoping to catch up on residuals." 

In the matter of price levels this 
fall the networks will have for the first 
time, four programs whose talent and 
production cost is each over $50,000. 
They are the three veterans, Texaco 
Star Theatre, Your Shoiv of Slioivs, 
The Colgate Comedy Hour, and the 
newcomer. The Jackie Gleason Shotv. 
The last program puts CHS into this 
price bracket for the first time. (Indi- 
vidual costs for these shows are con- 
tained in the network program tables 
cn pages 30-31.) 

Several marked trends in the types 
of sponsored network TV shows are 
evident in the breakdown of these types 
in the table on page 29. The percent- 



age of dramatic fare and audience 
participation shows are both up, as 
compareil to the 1951-52 season. Of 
the 142 sponsored TV network pro- 
grams, 59 (with comedy situation 
show included) fall within the dra- 
matic classification, re[)resentiriK -W'/i . 
Quiz and audience particij)ation shows 
are now at a liigli mark of 20 in num- 
ber, with two of them supplied by such 
newcomers to the networks as Sealy 
Mattress and the Simmons Co. Com- 
edy variety shows are up by only one. 
the Jackie Gleason hour, while kid pro- 
grams remain static at a total of 14. 

★ ★ ★ 

{Continued from page 15) 



station as an accomplice, he has chis- 
eled on an established, big-name manu- 
facturer who supplies his wares. Not 
only does he lack confidence in the 
effectiveness of radio — he shows as 
well a lack of confidence in the prod- 
uct he has to sell. Just as the radio 
.salesman who instigated the (|ulck 
shuffle lacks confidence in himself. 

And, likely as not, such accounts 
will end up on the delinquent list with 
even the minor amount billed the 
■'sponsor" left unpaid. That's how the 
jjoisoii of shady co-op deals spreads to 
foul up the Avhole system. 

Yes, radio will, at times, become a 
victim of its own fear or insecurity — 
and will then try to place the blame on 
television, or whatever indirect contrib- 
uting factor happens to be handy. 

Bill Bennett, Publicity Dir. 
WKBZ 

Muskegon, Mich. 
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but we're satisfied 

After all, the trade magazine that pays for its survey is entitled to 
show up #1. And invariably does. 

We're satisfied, because SPONSOR never has paid to have a survey 
made, yet inevitably pops up #2. Once we hit #3, but we figured that 
something was wronger than usual (And there was. We'll be glad to explain 
this privately, if you're interested.) 

The fact that he who makes a survey always lands on top shouldn't 
necessarily sour you on all surveys. If you'll take the trouble to figure 
out how the questions are slanted, why they're slanted that way, and how the 
different magazines measure up against the slanting you can often 
make good sense out of these things. 

If you can't — well, there's always your wastebasket. 

As we were saying, we always seem to end up #2. That's not bad, is it, 
with another paper footing the bill? 




The USE Magazine for Radio and Television Advertisers 



SPOT BUYING TRENDS 

(Continued from page 33) 

change can vary from 'increased prod- 
uct competition' to 'wider choice of 
media' — hut the resuhs are the same. 

"Fewer agencies toda\ gear their cli- 
ents' broadcast advertising campaigns 
to what might be called 'the U.S. mar- 
ket.' Those who do are living in the 
early 194(Vs. More and more clients 
Slid agencies today demand flexibility 
as the big requirement in air advertis- 
ing. They approach each market as an 
indi\idual problem. 

"Today's spot advertiser, whether 
he's in radln or TV. wants to remain 
in a very fluid advertising position in 
the market he's chosen. He doesn't 
want to tie up a big hunk of bis air 
dollars solely in long-term network 
contracts. He wants to be free to in- 
crease or dec rease his spot campaigns, 
to bolster weak markets, and to pull 
out when he's good and ready. As I 
see it, that's why there's been such a 
strong gain in spot billings — often 
even at the expense of other "national' 
media." 

Duke Rorabaugb's views are borne 
out in the spot practices of the numer- 
ous major advertisers who are using 




heavy spot campaigns this fall. Here's 
a partial list of these blue-chip ac- 
counts: 

Procter & Gamble (with some 12 1 
spot campaigns now running in radio: 
some lo in spot television) ; most of | 
the major appliance manufacturers. | 
often on a co-op basis with dealers, in- 
cluding General Electric, Westing- 
house. Lewyt. Crosley, I'bilco. Syl- 
vania. etc.; most of the major drug 
firms, particularly with toothpaste and 
analgesic products, including Colgate. 
Bristol-iNI) ers. Filock Drug. Sterling 
Drug. Miles Laboratories, and Vick 
Chemical; and of the major food and 
cereal companies, including General 
Foods, Standaril Brands. Campbell 
Soup, Kellogg. Best I'oods, with cam- 
paigns that include everything from ra- 
dio station breaks to spot-placed T\ 
fdm programs; jewelry firms, includ- 
ing 7 V-minded firms like Bulova and 
Benrus; and a long roster of other 
well-known national advertisers like 
Armstrong Rubber, .Shulton, Liggett I 
& Myers, Rayco Auto Seat Covers, \a- | 
tional Biscuit, Pan American, United ! 
Airlines, and leading breweries. 

SPONSOR has examined in detail the 
spot radio and video campaigns of 
these clients to find what changes in 
advertising approach underlie their in- 
creased spot schedules. From them all. i 
SPONSOR editors picked Block Drug as 
being most representati\'e of the new- 
thinking that's being done regarding 
spot radio and TV broadcasting. 

Block Drug, makers of a wide line 
of drug products (from toothpaste to 
cough drops I. is not the largest-budget 
spot advertiser scheduled for this fall. 
Nor is it the most uni(]ue, in the sense 
of some new gimmick in its spot ef- 
forts. But Block Drug's ad manager, 
George J. Abrams. and Blcnk's ad 
agencies (there are six) have worked 
out streamlined formulas — valuable to 
every broadcast user- -for fitting spot 
radio and TV into a .$5,000,000 ad\er- 
tising program. 

Of the several Block spot campaigns, 
si'ONSOR chose as a highlight the cam- 
paign for Amm-i-dent dentifrices, via 
Cecil & Preshrey. About SI, .500,000 
is spent currently to promote Amm-i- 
dent on network TV; another .1>.500.000 
or so is spent in spot radio. 

Here's how one of C(x:i\ & Presbrcy's 
radio-TV exe<;uti\es summed up the 
Block spot operations that sell Anmi-i- 
dent : 

"I>ast fall. Block sales and advertis- 
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TIDE RENEWS 
WDIA, MEMPHIS 
FOR ITS 2ND YEAR! 

And so another orcat national advertiser, Prottor 
and Gamble's TIDE, proves the great selling power 
of WDIA as they renew for their second straight 
year. WDIA's complete dominance in selling to the 
439,266 Negroes In WDIA BMB. Counties can mean 
new and greater sales for your product, tool Join 
the list of national advertisers that also Includes 
Jello, Bayer Aspirin, Tender Leaf Tea, Pan-Am 
Gas and many others. Get full facts today. 



HOOPER RADIO AUDIENCE INDEX 

City: Memphis, Tenn. Months: June-July 1952 



Time Sets WOIA B C D E F G 
T.R.T.P. 11.4 24.1 2D.5 15.1 15.0 11.3 9.4 6.7 
(Notnr WnlA's sharn Saturrtaysr 27.5; Sundaysr 29.0) 
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WDIA ^^NN 



John F. Pearson Co. Representative 



BMI 
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Wiisic and Sports 

BMI's new rontiniiiiy b( ries 
"Stones Irom the Sports Rec- 
ord" gives yon a complete 
srript package featuring your 
own talent with records , . . 
available three times weekly as 
a l.^-niinute presentation. 
Here are thrilling eye-witness 
accounts of dramatic action a-j 
they happened on the baseball 
diamond in the prize ring— on 
the gridiron--and elsewhere — 
to the great, the near-great and 
the unknowns who played the 
game and played to win— often 
when there was more at stake 
than jiist the game itself. 
This new bports Series, as are 
all HMI continuities, is a regn 
lar service to BMl-licensees at 
no cost. 

In Ulsiu-e liour receu-my 
■Stones- irorn the .Sports 
Record' regulavtil swip'y 
send your request to liMlJ 
Station service Depart 
ment. 



BROADCAST MUSIC, INC. 

580 FIFTH AVE., NEW YORK 19 

NEW YOBK * CHICAGO f HOUTWOCD 



560 kc. 

Snquirer fetation 
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8 September 1952 



Dear Sol Taishoff: 



we've iust seen your survey telling how some advertisers and 
agencies (zle of them) rate ra^ news trade magazxnes. 

It's only right that you came out first, Sol. 

After all, BROADCASTING renders an outstanding newsmagazine 

service. 

several people have as.ed whether we-re •^bUcation B-- because 
cDAvcHR alwavs seeffis to come out Znd in surveys mo.^^ j 
SPONSOR always seems announce that this 

TASTING. It would be helpiui ii you wuua.^ > • ^ k-«- vmir- 
survey concerned radio newsmagazines (as emphasized by your 
survey conce ..publication B" we're flattered -- 

use material to radio and TV advertisers. 

By the way, we note that the -^/^^ ^Z^:: J^^: rnfi^^tion" 

'"'I rRolDclsTrNG :7Tnd"?^b icaTon our for. letters 

gives BROADCASTING ,„.-,„He this Question. You ought to 

mailed this week f"lf^^'^°"Xee questions are downright mis- 
correct this because the last tnree 4"^^ 
leading without the first. 

^:rtrra^enet:Ve^"oi:^fe.^"sr^urtioTa^.; tj:t:" 

novices at tne game, we vc jci- 4..; ^„ . 

survey business sportii>g, here's my suggestion. 

Since we're both leaders in our field, let's combine to 
give all trade P^P-^^-^^f.^^fsS; BROroC^SmG'' 
ror"w:'irl c ~e frL'^Flp, w;ed, and Blair 

Th; "ret reps who you say P-ided^^^^^^^^^^^ -/riist. 
current survey) to pick tne que:>i,j.<jii 



How about it, Sol? 




Sincerely, 





AFFILIATE 



KHRK 



• T. K. Barton, Vice-Pre$. & General Manager 

• Julian F. Haas, Commercial Manager 

• National Repiesentatives, Ed. Retry & Co. 



l»OW\ :soi Til 

Homo folks lAstcn to 
••THE FA.>IILY STATIOIVS" 
Boeauso Ihoy likv 

The I^OCAI. profjrams 
for 

Tho LOCAL people 

3Rs 3Ds 

Haee Itural Kelit^ion 
neii\er Dixie Hollars 

WEAS 

Decatur-Atlanta 

WJIV 



Savannah, Ga. 

West Memphis, 
Memphis, Tenn. 



KWEM ^^^^ Memphis, Ark. 



KGOV 



Valdosta, Ga. 



CALL FORJOE OR 

STARS, ATLANTA 



iiig exe<uli\e;« sal down aiul figured 
out just what Blocks total I'.S. sales 
expectano) for Aiiiin-i-deiit should be. 
Then, the} worked out an ad\'ertising 
liutlget which was based on this ex- 
pectancy. 

"Next step was planning national 
media strategy. To do this. Block 
figured out the basic things it wanted 
to do for Anim-i-dent- -such as net- 
work tele\'ision. newspaper advertising, 
magazines, displaj pieces, and the like 
--and measured them against the bud- 
get. Wliat was left after this became a 
fund against which Block could draw 
to run ad cani|)aigns in specific mar- 
kets as the necessity arose. 

"Of <ourse. this raise<l the immedi- 
ate question of 'how much mone) goes 
into what media in what market?' 
The next jjhase of the j)lanning was for 
client and agenc) to work with maps 
and market lists, arranged in order of 
their importance to Block in terms of 
sales of Amm-i-dent. We knew, on the 
basis of our national media plans, that 
Block would be spending a certain 
amount of money for national Amm-i- 
dent advertising on a per-market basis. 
This we measured against the sales [)o- 
tential of the market. 

"If we were equal with the sales 
potential, we more or less left the mar- 
ket alone, and went on to the next. If 
our 'national' afl spending was under 
the sales potential, or if it was a non- 
TV area or a weak market, we con- 
centrated on adding extra advertising. 

"You can see why spot broad('ast- 
ing fits in so well with our advertising 
plans at this point. We can add just 
as mu< h or as little of it as we want, 
reduce expenditures in one market and 
shift them to the next as we need 
extra push. 

"During 19.52, we have operated on 
this flexible basis with Ainm-i-dent air 
advertising. The primary broadcast 
push in TV areas has been with net- 
work TV, notably Danger (m CBS TV. 
hi non-TV area, we have balanced this 
with hea\'^ spot radio drives. In cer- 
tain TV areas, where we felt that the 
network impact was not enough, we 
have added sup|»lemeiitar\ spot radio 
canqjaigns. 

"Last March, we introduced our 
<-hlorophyll Amm-i-dent. To do this, 
we shifted part of our 'beyond-national" 
funds into R.O.P. color in newspapers, 
and backstopped the explanatory ncws- 
[laper copy with spot radio. Mean- 
while, we were plugging the new paste 



on our network show as soon as dis- 
tribution was setmred. As soon as this 
was done, we shifted gears again, and 
put nmch of the spot and newspajier 
money into national magazines around 
July. Now, we are tapering off our 
magazines, and going back to heavy 
spot radio with TV spot planned. 

"This flexibility is of great assistance 
in building our sales. We are free to 
operate (juickh , and are not tied dow n 
tight in all of our media operations. 
Actually, we do most of our radio buy- 
ing in early morning announcement 
strips, and we star in any one slot for 
an average of 26 weeks. But. shoukl 
the need arise or the audience poten- 
tial be exhausted for our pre-tested 
appeals, we will switch to other 
slots, or other media. 

"It takes perhaps three times as 
manv man-hours of work at the agen- 
cy, and long hours of work for our 
client to keep abreast of a canqiaign 
handled this w ay — but the pay-ofi 
comes to us in increased billings, and 
to the client in greater sales."' 

Exj)erien<ed admen will undoubted- 
ly recognize the great difference be- 
tween the present modus ojierandi of 
Block Drug, outlined above, and the 



A WINNER AGAIN 

In jewel Shortening's 
RADIO STATION 
PROMOTION CONTEST 

First in january 1951 
Second in July 1952 

El Paso'j CBS Radio Network outlet not 
only takes advertisers* messages more effec- 
tively to more people in the EI Paso south- 
west, but it goes all out on promotion, mer- 
chandising and service to advertisers — to 
make their advertising sell more goods. 



■r 



{iM\i\mL\i 

grtattr than any other Mtatioa 



in El Pato, r»gardle§M ofpowr 




GOO EC 



5,000 WATfS 



CBS RADIO IN EL PASO 

REPRESENTED NATIONALLY 
BY THE O. L. TAYLOR CO. 

KROD-TV 

Channel 4 

NOW UNDER CONSTRUCTION 



typical appioacli ol tlio average air ail- 
vertiser hack in the 1930\s and earh 
1940's. Then, it was usual to view the 
U.S. as a "national market," and to 
think ill terms of "national media." 

Often, an advertiser would alKxtate 
aO% or 90^;^ of his ad hiidget for 
magazines, newspa|)ers, and network 
radio at the beginning of the year, 
putting relatively equal amounts oi 
money in each. Most of tlie inoiie\ 
left over went for other year-'iound 
promotions, and a small part was set 
aside for s])ecial promotions, new prod- 
uct pushes, and for spot broadcasting. 
This method gave him fairly stead\ 
sales throughout the year, but left 
little flexibility in the advertising. 

Today, in an economy that is furi- 
ously competitive for any major ad- 
vertiser, this kind of conservative op- 
eration is no longer possible. That's 
why Block Drug — and the Block ])hi- 
losophy is fairly typical of most of the 
big spot users — approaches its markets 
on an individual basis, once the few 
major year-'round media efforts have 
been chosen. 

Clearly indicated, too, in the Block 
approach is the average s|)onsor's 
view today of the effects of TV on ra- 
dio. As SPOiXSOR, BAB, station reps, 
network researchers, and many others 
have often pointed out in recent 
months, radio is far from being dead; 
in fact, it is still one of the primary 
advertising forces in this country. 




S 4 Reasons Why 



The foremosf national and local ad 
vertisers use WEVD year afte' 
year to reach the vast 

Jewish Market 
of Metropolilan IVcw York 

I. Top adult programming 
2. Strong audience impact 
3. Inherent listener loyalty 
4. Potential buying power 

Send for a copy of 
"WHO'S WHO ON WEVD" 
HENRY GREENFIELD 

Managing Director 
WEVD 117.119 West 46tb St.. 
New York 19 




HowoM-r. most ail advertiser.- ieel 
that TV has made a dent in radio 
values in TV areas, (les|)ite the growth 
of secondary-set listening, auto-set 
listening, and the lack of |)roper radio 
andience ineasiiremeiit in W markets 
where the two coiii|jete. 

TV is today one of the major rea- 
sons behind the swing to increased use 
of s|jot radio. Many |)iesent-day sjiot 
users were formerly major u.sers ol 
network radio — Borden's is a good ex- 
ani|Dle. as is (General Foods' Jell-(). 

But TV's effect, as the charts in 
sponsor's 14 July Kali Kacts issue 
showed, Is not uniform. All daytime 
radio, cles|jite eoiiipetition from T\ . 
has thrived, while nighttime network 
radio has largely languished. Radio 
networks have tried to meet this com- 
petition in many ways, but they are 
limited, after all. in the extent to which 
they can reduce the "must buy" list 
of radio outlets and set new rates. 
Ear ly-moriiing and daytime radio are 
more a |)rovince of stations tJian of 
networks; hence a shift to spot for 
advertisers who want to achieve radio's 
fullest values in both TV and non-TV 
markets. 

Spot TV has boomed this fall, also 
at the expense of network broadcast- 
ing—but for different reasons. Here, 
it's a matter of price. Russ Walker, 
an executive of the station rep firm of 
John E. Pearson had this to say of an 
equally sizable upswing in TV spot 
business: 

"Costs of network TV have i-iseii to 
the point where only the well-heeled 
advertiser can afford to include a ma- 
jor TV show as a weekly part of his 
advertising {)lans. For more and more 
sponsors it's becoming a matter of 
compromises, such as alternate week 
programing and network TV partici- 
pations. Among the compromises is 
TV s|)ot -a good medium in itself — 
which has bt;en getting a considerable 
boost in business be<;ause campaigns 
in spot TV can be tailored to fit any 
budget and still be flexible." 

TV has affected spot buying in an- 
other way. particularly in the spot i-a- 
(lio field. With the added competition 
of TV to face, many a radio outlet has 
grown increasingly active in the field 
of merchandising as an added induce- 
ment to radio spot sponsors. This, in 
turn, has boosted radio's values and 
has held many a radio client while 
adding new ones, priniaiily those to 
whom good inerchandising is a "must. 



-A: 5-$tar Special 
HOME 

FOR 

SALE 




Ideal home for permanent tenancyl 
Perfect location (8:30-9.00 a.m. Monday 
through Friday) in well established 
neighborhood (Kansas City Primary 
Trade area>. Dedicated recently by Bea 
Johnson (formerly Joanne Taylor) to the 
women of the Heart of America and oper- 
ated strictly according to the Heart of 
American plan. Immediate occupancy for 
advertiserwishing to reach large wealthy 
group who dominate 5B% of Midwest 
purchases. The KMBC-KFRM "Happy 
Home" is open for inspection at all times. 
Call, wire or phone your nearest Free and 
Peters office or KMBC-KFRM, Kansas 
City, Mo. Locations in the new develop- 
ment are moving rapidly and immediate 
committments are recommended. 
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of Kvnsa^ City 
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• • • 6th oldest CBS Affiliate • • • 



Mr. L. J. .Scliultz 
V-P in Chg oj Statistics 
The Branham Co. 
Chicago, UL, U.SJ. 
Dear Schiiltzie : 

irit wont be long now bejare youre 
gonna git a copy ov a new newzletiur 
th' boss is start- 
in'. Itll be filled 
with stuff about 
the ir.l'a. niarkil 
jor ih' Branham 
Boyz so's they II 
be rite up to date. 
Fer example, th' 
boss has jound 
thet there are 
more radios rite 
here in our home 
county then th' 
total ol all daily 
newz])apers aitil 
all th' top 10 
magazenes . . . 
and with 13,000 
radios lejt ovur. 
Ovcourse, K'CHS 
with 5,000 on 580 
is heerd more on 
them sets then 
any othiir sta- 
sh un. 
) rs., 

W C H S 
Chartesfon, W. Va. 
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TEXAS'5'^MARKET/I 

the rich, industrial 
tri-city area 



BEAUMONTr\.--'^J 
'^s ORANGE 



(IBFHRSON CO.) ^ 



lORT ARTHUR 




KPAC serves a population of 236,100 
in the rich Beaumont — Port Arthur- 
Orange metropolitan tri-city area 

KPAC is the No. 1 radio salesman 
for local sponsors in the world's No. 
1 oil refining area, 

^^B^^^^^ MUTUAL 

^^^^^^^^ JOHN 

5000 WATTS^^^^^^ Nation 



JOHN E. PEARSON CO 
National Representatives 



There^s More 

SELL 




on 



UlRHL 



RICHMOND 
VIRGINIA 
910kc-5kw 
ABC 

AFFILIATE 
• 

National 
Representatives 



EDWARD 
RETRY 

& CO.. INC. 



I jpiciil of su< li >|j()iiM)i> wlio picfcr 
iho spot route because of station co- 
oix'ialiou i'^ (>harles \nlell. wliose 
w liirl\\ iiul rise in the cosmetic indus- 
li\ has been largely (hie to a liard 
hilling radio and T\ sj)ot <'anij)aigii 
thai costs nearly S3,0()().()»)() aunnalU. 

■"Stations have played a key role in 
helping us to secure some 9.000 An- 
tell w indow" displays in drug stores. " 
\1 Behrens. advertising exe<utive of 
Charles Anted told sponsor recentU . 
■■because onr spot campaigns lia\e 
meant new" business to them and added 
revenues, thev ha\e in turn helped us 
in getting the suppcjrt of local retailers 
who handle the product. And. since 
P>0' f of the Anlell business brought in 
b\ radio and T\ has brought repeal 
sales, the merchants now look uj)on 
both stations and us as real business 
boosters. \^Vre not opposed to net- 
work selling; it's just that our spot 
operations have been succesful for 
e\eiybod) concerned, and ha\e done 
us tremendous good in building local- 
le\el relations with our inerchaiits." 

Ihe experience of these companies 
■ — jiioneers in major concentration on 
spot media- -indicates that the dexi- 
hilit) of this ad approach \\ill become 
the policy of an increasing number of 
air advertisers. ★ ★ ★ 



CITIZENS' AND RADIO 

{Continiieil jroin. page 11 1 

easier to rej)reseiit a well knov\n coiii- 
|jan) than an unfamiliar one. are coin- 
pletel) sold on spot radio. 1 hey re es- 
[■ecialK enthusiastic because they find 
that the cop) stresses the agent, the 
(]itizens' Man, not the coinpaii). Agents 
in radio areas have found it generalK 
easier to gain entrance because pros- 
j)ecis have beiome familiar with the 
name of the compain and are therefore 
more receptive to the call. 

Mutual now has a schedule of one- 
minute announcements on the follow- 
ing Mi<'higan stations: W A TZ. Alpe- 
na: W HR\ . Ann Arbor: WHC.M. Ba\ 
Cilx: \\'T\15, Coldwater: W'KMll. 
Dearborn: CK1A\\ Detroit: WJLB. 
Detroit: W BBC. Flint: W ATC. Cny 
lord: W'llDF. Houghtcm: W \110, Iron 
Mountain: WIKB. Iron Kivcr: W JIM). 
Ishpeiniiig: W'KZO, Kalamazoo; WILS. 
Lansing: \VM1)\. Midland; \\'CE\, 
\h. I'lcasant; WKBZ. Muskegon: 
WOAB. Owosso: WCAR. Pontiac: 
WllLS. Port Huron: WHAK. Rogers 



City; WSGW. baginau : W SOO, Sault 
Ste. Marie. In addition the compan) 
sponsors an 8:00 a.m. new.ccast over 
CKLW , Detroit, fiw-niinute baseball 
scores following all Detroit Tiger ball 
games over WKAIH, Dearborn, and a 
five-minute sports roundup preceding 
all Tiger games over WCAR. Pontiac. 

The company pays the lion share 
of the costs of these sports- and news- 
casts, because Detroit is a major mar- 
ket which must be covered whether the 
agents come in on the program or not. 
However, sponsorship of complete ra- 
dio shows in all communities is out of 
the question for Citizens' because of 
the limited advertising budget. 

One-minute commercials, written bv 
Clark lit Richard cop) writers, are pro- 
duced at United Sound System in De- 
troit. They usually involve about a 
dozen people — musicians, singers, ac- 
tors. First conies a 20-second singing 
commercial or playlet, followed by 25 
seconds of straight sell. In the final 15 
seconds the local agent's name and 
address are mentioned. 

And adds Ad Manager Stipe. "There 
is no reason insurance commercials 
have to sound as if they were being 
delivered by a gra\e digger. Sure, in- 
surance is a serious business, but what 
business isn't? Our commercials are 
designed to attract the listener and 
then sell him insurance with a smile. 
Phe scare technique has been over- 
used for }ears in insurance selling." 

Radio is Citizens' main tool in build- 
ing recognition of the company name. 
With a total advertising budget of 
S()5.000 for 1952. Citizens' apportions 
about 29^ t of the total — that is, $18,- 
000 — to radio. The breakdown by me- 
dia, in order of projected expenditure, 
is as follows: $18,000 for radio; $13,- 
700 for outdoor; $9,000 for publica- 
tions; $7,280 for novelties; $6,300 for 
brochures; $5,500 for miscellaneous ac- 
tivities; $2,000 for television (more as 
a safet) \ al\ e in (?ase T\'^ coverage be- 




88 



SPONSOR 



comes iiecejssiii) in a iiuirkel, hut ;it 
sponsor's press time, tins part of tlie 
Imdget liad not been touched) : $1,720 
for fairs antl expositions; and $1,3()() 
for theatre adx'ertisin*:. The SltJ.OOO 
expended 1)\ the coinijau) is matched 
approximately h) th(> agents, giving a 
total radio expenditure of §,%,()()(). 

Citizens' experimented with televi- 
sion advertising in 1951. They spon- 
sored a kiddie show, called llnp\)\ 
Birthday, in Detroit, paid for in part 
by the conipan\ nnd partK hy a pool 
of 78 agents, each contrihutting %U 
each week throughout the 26-\veek rnii 
of the show. 

The format of the show, ii lialf-horn 
program at 2:30 p.m. on Saturda)?. 
was an informal hirthda\ j)art} for 
nine children het\\ cen fi\ e and 10 \ear.> 
old. The kids celebrated their birtlt- 
davs while Jim Deland ni.c.'d the fun. 

The program a\ eraged more than 
1,000 pieces of mail a week during the 
run of its contract. maiuK re(piests for 
children to appear on the show. The 
nj.me of each of the nine children «e- 
le'ted every week was turned o\'er to 
ail agent in the neighborhood of that 
particular youngster. That agent wa-* 
Uj"ged to call u})on the child's parents 
and offer to drive the child to the show 
on Saturday. Agents were told not to 
try to sell an insurance polic\ to these 
people, hut rather to lea\ e a brochure 
or follow-up material such as a card 
or calendar. 

However. btK-ause of the \ erv nature 
of the auproach^ — the way the tie-in 
with the local agents, for example, was 
handled — there were no startling im- 
mediate results in terms of sales. It 
became difficult to convince the partici- 
oating agents of the show's long-term 
benefits, ^lost of them expected an 
immediate return for their inx estmenl. 
The idea of calling on the parents of 
the children to ap))ear on the nrooram 
struck inanv asents as a wasted call, if 
they could not follow it u)) innnediale- 
ly with a sales presentation. 

The anestion of renewing the con- 
tract for Hamn Ih'rtJidav was discussed 
at lensth hv the contributing aaents, 
and it was finally de<'ided to discon- 
tinue suonsorship. 

Raiinswise. the program had suf- 
fered from the severe connietition of 
live basehall telecasts and the Kefau- 
ver Crime Connnittee hearings — the 
latter having forced the show to cancel 
a couple of times. 

The idea of buviiig TV^ spot an- 
nouncements was discussed, but was 



finally rejected bccauj>e of the high cost 
of TV, which would make it impossi- 
ble for agents to carry their share of 
the cost burden. 

Citizens' Mutual was foimded in 
Howell, Mich., in 1915 h\ William K. 
Kohl) Sr. In the first 32 \ears. Citizens" 
concentrated on keeping hnrmoiiious 
and close conlact with its agents rather 
than on consumer promotion. 

\Vhate\"er advertising was done pr ior 
to 1947 consisted rnainl) of direct mail, 
novelties, billboards, with some nse of 
the black and white media. In this 
polic). Citizens" was completely in step 
with traditional automobile insurance 
promotion. 

Ill 1951. Citizens" departed lioni 
stri<"t ?pecializatioii in automobile in- 
surairce and began writing fire and 
general casualt) as well. \t present, 
the company still writes only in ^licli- 
igan. but future plans include possible 
expansion into bordering states. \\ hen 
that happens, spot radio, which todav 
rovers some 20 Michigan markets, will 
undoubtcdl) tra\'el ahead or along with 
the Citizens' \'leii. ★ ★ ★ 



MEN, MONEY 

{Continued from pa^e 

How doe? this concerrr advertising? 
Not just as an intellectual exercise. 
For a (piarter of a centur\ show busi- 
ness has blamed its box offiice woes on 
"ra<lio.'" Now tele\ision is the read)- 
to-hand explain-all. Passed over are 
the period of theatrical prosperitv when 
either full employment or strong mox ies 
or hit shows draw full houses. A pros- 
perous movies exhibitor or a high-rid- 
ing Hroadway impresario alwavs cred- 
its his own genius: a complainin<i 
movie exhibitor or a legit Jeremiah 
bhiriK^s the sponsor's of ''frc^e" enter- 
tainment, whether radio or tele\'ision. 

The moribund state of the American 
legitimate theatre is a matter of genu- 
ine regret to all who lo\ o the art and 
regard the stage as the great fertiliz- 
iirg ground of idea.s personalities, arrd 
technical skills. The reasons fur the 
decay of the theatre are man\ . Tlie 
ad\ ertising mind. \\ v suspect, would be 
quick to sense that in stressing the 
necessity for srnoking-drinking-lolHng 
privileges, Howard Cullman is saying 
that the legit is strictly carriage trade. 
And that may be the real story of whv 
it keeps shrinking. * * ★ 



THi 



CBS 



STATIONS 

AUGUSTA, 6A. 

MET. POP. 179,272 
PIUS 

H-BOMB PLANT «. 
CAMP GORDON 
85,000 



ABC 



COLUMBIA,S.C. 

. ^ ^ ^ , met; pop. 144,000 

U/ /* A 0 eui? 

f* V V/ O FT. JACKSON 

s 60,000 



NBC COLUMBUS, GA. 

. • fv M »^ MET. POP. 169,921 
U/ D A 1/ PLUS 

fl I\ FT. BENNING 
42,000 



IVBML 



NBC MACON, GA. 

BIBB CO. 136,300 
PLUS 

WARNER ROBINS 
27,000 



for complete information 
coll HEADLEY-REED CO. 





Helps you to H 

'"spot" 

Your 
Prospect" 

KWJJ spot announcements bring 
big results to advertisers who 
want to cover the Portland Area 
with a small budget. KWJJ's pro- 
gram variety, its listener popu- 
larity and its 10,000 watt cover- 
age give you an advertising buy 
that is an unusual Radio Value. 

KWJJ 

OREGON'S MOST POWERFUL 
INDEPENDENT STATION 

STUDIO Cr OFFICES 
1011 S. W. 6th Ave. 
PORTLAND 4, OREGON 

Nat'l. Representatives 
WEED & COMPANY 
New York, Chicago, Detroit, Boston, Atlanta, 
Hollywood, San Francisco 
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U.P.T.'s bow holds much promise 

The imminent entry of United Para- 
mount Theatres into netw ork '\\ . as 
a result of the merger w ith AWC. should 
<('rve as a shot in the arm for the en- 
tire industr) . It will bring into tiie air 
mPflia exe( utives who. though engaged 
in one of the toughest competitixe i)Usi- 
nesses- -motion picture (listril.)Ution 
and exhibition — gained fine reputa- 
tions for the high levels on which they 
conducted themselves and their com- 
])any s operations. Exhibitors who 
liave had to vie with them for the box 
odice dollar will attest to this estimate. 

In addition to coming in endowed 
with sturdy business principles the 
I PT contingent can be expected to 
contribute lots of solid showmanship. 
Tliey come from a schocd where they've 
learned that the show is the most im- 
])ortant thing, after all. :\ field also 
where sharp practices are legion and 



where to survive these by sticking to 
one's own code of good business ]>re- 
( epts takes a mighty amount of acu- 
men and resourcefulness. The latter is 
what they are particularly known for 
in show business. 

As far as radio i» concerned their 
adxent may turn out a thing of for- 
tunate timing. Radio is being sold 
down the river mostly by bad prac- 
tices on the selling front. The influ- 
ence of the I'PT men could serve to 
both stabilize and inject a sense of con- 
fi(l(!nce in a conmiodity that still has 
sterling values. In their own field they 
are known as operators who are not 
given to quick switches of the admis- 
sion ])rice W'hen the traffic dips and the 
competition resorts to free dislnvare 
or two-for-one nights. 

Film shows keep spiraling 

Half-hour dramatic shows on film 
(which include situation comedies) 
?eem to be cutting a wider swath than 
ever on the networks. In compiling the 
list of sponsored network TV shows for 
tlie fall (pages 30, 31) si'OXSOR came 
across this fa( t: the percentage of such 
film slio\\s as against live half-hour 
ilramatic shows had within the short 
s])ace of a month jumped from 53'?( 
to OV/t . SPONSOK cited the 53% quo- 
tient in the 2.'! July 1952 issue ("Is 
the rush to film economically sound?" ) 

Among the films that have since 
then found themselves niches on the 
petwcjrk ate Biff Baker, U.S.A. ( Luck} 
Strike), / Married Joan (General Elec- 
tric), \Iy Hero I Philip Morris), and 
Ozzie & llnrriel (Hot Point and Lam- 



bert Pharniacal), as well as others. 

One factor that may exj)edile the 
trend is the difficulties some sponsors 
are experiencing in getting sufficient 
clearances on network aflfdiated sta- 
tions for alternate week live programs. 
A couple of the agencies invohed ha\p 
disclosed that as an alternate to this 
situation they are considering recom- 
mending to their clients that they go 
in for film on a spot basis. The tiieor\ 
here is that they may find it much 
easier to get on the air that way. 

Hitching a local idea to your star 

Here's the case of an agency that 
appears to be on its toes when it 
comes to getting the niaxinnmi value 
out of a star for a sponsor. 

General Electric recently bought the 
Bing Crosby show on CHS Radio 
through Young & Ruhicam, After the 
deal was closed, it occurre<l to the 
agency that in practically every mar- 
ket there's a program built around 
Crosby's phonograph records. Why 
not, asked the agency within itself, en- 
hance the client s association with the 
big name through such local pro- 
grams? GE does a lot of cooperative 
radio and, it further occurred to the 
agency, that money wouhl be put to 
smart use if dollars got themselves al- 
lied with such local Ring Crosby pro- 
grams. 

At this writing \ & R is lining up 
the information on availaljility of es- 
tablished Crosby disk shows, prefer- 
ably in the markets where the CBS 
program will be broadcast, with a \ iew 
of reconnnending the projei't to GE. 



Applause 



Merchandising that hits the spot 

Vlerchandishig ha> become nion- 
than a j)reminm \ on toss to a radio ad- 
\ertiscr. It's become an imj)ortant ser\- 
i<e that the network, or station, ( an 
render in snp[)ort of the s])()nsors pro- 
gram or ad\ertising message. In bis 
report on the first six months of his 
department's operation I see Sponsor 
Ke])orts, page l l. I' red \. Dodge. 
M5(] merchandising director, sketched 
a pattern of service that should retain 
the long time loyaltv of many an ad- 
\ejtiser for the medium. 

NBC's is no hit and miss lechnifpie. 



It's all astutely and elli( ieiith integrat- 
ed. The basic purpose is to help tiie 
>j)onsor sell his product and the meth- 
od is so designed as to make the affili- 
ated station in the market as nmch a 
part of the merchandising enterprise 
as the network itself. The M.?(^ mer- 
chandising representative in the terri- 
tory assigned him, as resourrefid and 
diligent as he may be, can oidy delivei 
a portion of the potential. For a real 
bang-up job he nuist have the affiliated 
station with him. And \R(^ seems to 
be getting a solid measure of help from 
that source. 

Dodge make*; an irrefutable point 



when he says: "Only n radio or a 1 \ 
network, of all media, has the means 
at hand to permit the building of a 
truly effective merchandising service. 
The reason is simply that all merchan- 
dising is local, and no other medium 
could afford to foot the bills accruing 
to the establishment of local o|)eration^ 
in all the key markets. A network, and 
only n network, can po.<sibl\ provide 
these facilities because it is represent- 
ed in these markets by its affiliates. ' 

As a kev figure in the merchandising 
project, NBC Sales Chief Jack Herbert 
merits a nod of appreciation from 
broadcasters and advertisers alike. 
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The American farmer has always been the backbone of 
America. Through far-reaching changes in the last twelve years, 
the farmer has become one of America's most important consumers as well. 
Here are some of the factors that have made him "Your Best Customer:" 

In 1940 income from farming was less than $11 billion; in 1951 it was $37.5 billion. 



In 1950 the farmer's purchases of consumer merchandise were 2}^ times 
what they were in 1940. 

In 1940 total farm assets were $54 billion. By 1951 they were $153 billion. 
In this same period, mortgages, in relation to assets, were reduced 67%. 

In 1940 the spendable cash held by farm families was $4 billion; in 1951 it was 
nearly $20 billion — $3,178 per family — many times the liquid assets 
of the average city dweller. 



These are just a few of the statistics that illustrate how important 
it is to reach the rural market— your best customer. In WLW-Land, 
WLW radio reaches more of them more often for less 
than any other medium. Ask to see the WLW story 
of "Your Best Customer". 



WLW The Nation's Station 






eustome]*i 
for every peimy ! Transit radi 



delivers liuying listeners ai 
less than ^^1 per thousand! 



You know exactly M'hat you get wiien you buy TRANSIT RADIO — 
Anierica\s booniin«j; new advertising medium. TRANSIT RADIO delivers 
your advertising message to a paid circulation audience — by actual fare 
count — at less tlian $1 per tliousand ! In addition, you get a bonus of 
tliousands of borne listeners to WWDC-FM ! Get tbe unique story of 
TRANSIT RADIO from your Forjoe man. 



TraiiKii Ratlio also availaliU^ on 
oilier ;»'oo4l sfaiions: 

KXOK - FiM — St. Louis ^'<;Tl{ - FIM — ^^'ort esler 

K(LMO - FM — Kannas Cily WKJF — IMllshurgh 
WKRC - FM — Cincinnati KCBO - FM — I)<-8 Moines 

>X'TOA — Tronlon KTiNT — Taeonia 

WBUZ — Bra^Ihury Ileighls, M«K 



WWDC 



WASHIXGTOX, D. C. 

and all oilier Transit Radio stations 
represented by Forjoe & Co. 



